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Srasous Greetings 
to all Apex Distributors and Dealers 


Our sincere appreciation for your loyal support and cooperation during 1954... 
our best wishes for a happy, prosperous New Year. We, at Apex, eagerly look ra, = 


. - Ose aa P . om 4 wae a > awrstes it1eE¢ , ve 
Co prac forward to 1955 with a promise of new and more exciting opportunities than ever ae 


PRESIDENT before . . . with supreme confidence that our partnership will continue to grow. VICE PRESIDENT 
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Yes, the Westinghouse Franchised Retailer is going into the new 





selling year with two of the hottest appliances that ever came off 


















an assembly line. Both with first-time-in-the-industry features. 


FIRST TIME IN REFRIGERATION! A sensational new Frost-Free Re- 
frigerator with Automatic Twin Juice Fountain .. . that actually 
measures and mixes two different kinds of juice automatically ... 
and keeps them fresh and cold until served. It’s bound to be next 
year’s most talked about feature! 

FIRST TIME IN RANGES! A terrific new Westinghouse Speed-Electric 
Range with Extra-Space Oven—the industry’s first full-size range 
with full-width oven, Cooks a complete meal for the entire family 


on one rack ... the biggest company dinner on two! 














UPRIGHT AND 
» TANK CLEANERS " ROASTER OVEN "9 





UPRIGHT ELECTRIC DISHWASHERS 
. HOME FREEZERS . AND SINKS 
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To Keep the Westinghouse 





Franchised Retailer Ahead of the Pack 


FULL-SIZE RANGE = (> ) FIIs 9 : 


WITH oe : aw) | 
FULL-WIDTH OVEN Petre 





These great new products—already the envy of competition—are 


two more reasons why the Westinghouse Franchise is, by far, the YOU CAN BE SURE... iF ITS 


most valuable in the industry. 


So eenemmmeetaimeenn ale 
If you are interested in joining the ranks of bs 
successful Westinghouse Retailers, we suggest eSfl n Ou Se 
you write today, in confidence, to Dept. M-2, 

Westinghouse Electric Corporation, Mansfield, 

Ohio, requesting a personal presentation of SEE OUR DISPLAY 

“The Westinghouse Story”’. AT THE CHICAGO WINTER MARKET 


We've moved to the Merchandise Mart 
Space 11122—Eleventh Floor 











AMERICA'S FAVORITE FOOD WASTE SPEED ELECTRIC STEAM OR DRY 
LAUNDRY TWINS ? DISPOSER 4 RANGES < IRONS ¢ 


ELECTRIC 
. WATER HEATERS . DEHUMIDIFIER 
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ELECTRIC APPLIANCE DIVISION 






Because of its international reputation as a marketing and merchandising center, its excellent physical 
facilities—air-conditioning, central location, room for parking, fast elevators, and its great buyer traffic- 
WESTINGHOUSE ELECTRIC CORPORATION IS NOW IN THE MART. Only here, in Chicago can 
you see the complete line of WESTINGHOUSE major appliances in their magnificent new showrooms on 


the 11th floor, west corridor 


Onen le the market January 3rd. 
We 8) Eidveeiiels am.) 


=! 
t } 
Upright Gectric Dishwashers —Americe’s Foverite —- food Waste Speed Electric Steam or Dry Beste 
* Cooklfryer * Be ees + Television * Rooster Qven + fons * Home Freezers * * Laundry Twins * Disposer * Rodios * Ranges * Lamps trons Res Wotg Hecters + Sehumidifier 
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Business Quick-Check 


SALES, appliances, radio-TV ($millions) 





DEBT consumers owe on appli.-radio-TV ($millions) 
FAILURES of appl.-radio-TV dealers 

RETAIL SALES total ($billions) 

DEPT. STORE sales index (1947-'49 = 100) 
PERSONAL INCOME annual rate ($billions) 
LIVING COST index (1947-'49 = 100) 

SAVINGS of consumers, annual rate ($billions) 
HOUSING starts (thousands) 

AUTO output (thousands) 

UNEMPLOYMENT (thousands) 


RENDS 


A “moderate improvement” in business activity during 1955 1s 





being forecast by many economists. 





As an example, take the report issued recently by the F. W. 
Dodge Corp. in which the forecasts of 186 top economists and 
analysts are summarized. Three out of four expect total national 
output (as measured by gross national product) to be higher than 
current levels in each quarter of 1955 with a steady rise during the 
year. ‘The majority also expect a small rise in the Federal Reserve 
Board’s indices of industrial production and consumer spending. 
The majority think that the cost of living will remain stable 
throughout 1955 with consumer and wholesale prices at year’s end 
at approximately current levels. Non-farm housing starts for 1955 
are pegged at 1,116,000 units, only two percent below this year’s 
expected level. 


Other analysts look for even more housing activity in the coming 
vear—perhaps as many as 1.2 million starts, which would be the 








second best year ever. What’s particularly encouraging about these 
forecasts is that they represent a reversal of earlier, less encouraging 
signs. As a matter of fact, as late as mid-1954 most indicators pointed 
toa moderate slump in home building. 





Too often people are inclined to think of today’s heavy building 
as a product of a wartime backlog. But there’s more to it than that. 
Although the marriage rate has fallen to the lowest point in 25 
years, other factors tend to maintain the demand for housing. The 
household formation rate, for example, continues to be high. 
(Households in the economist’s language mean more than new 
families formed through marriage. Also included are so-called “pri- 
mary individuals” living alone. The rise in this group has been 
greater than you might imagine. In fact, between 1950 and 1953 
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THE SHORT 
TREND 


Preceding 
Month 


Latest 
Month 





302 310 334 DOWN % 
262 260 265 BIGGER # 
26 24 23 MORE # 
14.2 14,1 14.0 uP wa 
112 108 110 UP ww 
287.4 285.4 287.7 up ww 
114.7 115.0 115.2 DOWN % 
18.5 19.7 20.0 DOWN XA 
114.0 111.0 95.1 up ww 
236.6 285.9 533.6 DOWN Si 
2,741 3,099 1,301 BETTER “A 


(Sources, in order: Dept. of Commerce, FRB, Dun & Bradstreet, Dept. of Commerce, FRB, 
Dept. of Commerce, Bur. Labor Statistics, Council Econ. Advisors, BLS, Ward's Auto 
Reports, Census Bureau) 


almost as many peuscholds were formed by “primary individuals” 
as were headé€d by husband and wife. Bachelors and career girls liv- 
ing alone and older people setting up separate households explain 
this phenomenon. ) 


But there are still other factors contributing to the maintenance 
of the housing boom. A growing birth rate combined with a de- 
clining death rate means bigger families who require bigger houses. 
The increasing numbers of older, retired people is producing a de- 
mand for smaller housing units. Migration from area to area con- 
tinues at a high rate and often creates a demand for new housing in 
particular areas. 


Regardless of the causes behind it, the healthy building activity 
forecast for next year is one of the reasons some economists think 
that the appliance industry may register slightly larger gains than 
the economy as a whole. Another reason for this view is that the 
outlook for retail trade as a whole is most encouraging. The possi- 
bility of higher wages and salaries, a drop in the savings rate, the 
possibility of more favorable tax legislation, the prospect for relative 
price stability and possible increases in the amount of consumer 
credit outstanding—all these are factors which go together to in- 
dicate a rise in retail sales next year. 














By late October factory production of ‘IV sets was only half a 
million behind last year’s pace; weekly production totals were run- 








ning at all time highs. ‘This seems to indicate that by the end of the 
year production may equal last year’s levels. Output in the final 
week of October, for instance, was about 80,000 units higher than 
in the same week last year. If production in the remaining weeks 

(Continued on page 6) 
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AT THE 


CHICAGO SHOW 


Space 508B American Furniture Mart 
JAN. 3rd - JAN. 14th 


3 Models! : 
3 Prices! 


MATCHING 
Gas or Electric 
Automatic Dryer 
ALSO 
2 King Size 
Wringer Models 



























Compare and SELL the LEADER 


Washer |Washer |Laundry| Washer | Wosher| Washer 
Queen Cc D 





FEATURES 
WASHING EFFICIENCY A B 
HYDRO-POISE Eliminates Vibra 


tion Only Scientific Bolance 
















NO | YES | NO} NO|} NO 


















750 RPM SPIN DRY High Speed 3 
See Gian. ret 650 | 750 | 618 | 500 | 500 


Extraction 

















220 DEGREE ARC AGITATION 
24.8% More Efficient Clean NO | NO | YES | NO | NO | NO 
er Clothes 
SPRAY-AWAY RINSING 
Soil from Clothes 
Bright Wash 

FLEXIBLE WATER CONTROL 
Soves Woter Avutomoticolly YES YES Yves YES YES YES 
Soves Soap or Detergent 


GLASS SMOOTH TUB Solid — 
No Perforations—Self Cleansing YES YES YES NO YES NO 














Forces 
Cleaner 






NO | NO | YES | NO | NO |Limit’d 

































SOLENOIDS - ELECTRO Elim 
inoted? For Trouble Free Per NO NO Yes NO NO NO 


formonce 
FRONT SERVICING 


lower Maintenance 












Pioneers? 






YES | NO | NO | NO 




















TRANSMISSION GUARANTEE 
5 Full Yeors 


AUTOMATIC WASHER CO. NEWTON, 


AN INDEPENDENT MANUFACTURER OF A 
COMPLETE LINE OF HOME LAUNDRY EQUIPMENT 






YES | NO 























IOWA 


TRENDS continued 


of the year continues to show proportionate gains over comparable 
1953 figures it’s certain that the industry will match or possibly 
even surpass last year’s overall total. 


































Christmas Club savings this year hit an all-time high. A record 
breaking $1.08 billion will be distributed to some 12 million account 
holders for an average payoff of $88.50. (‘Those are national figures. 
You can get local statistics from banks and other financial institu- 
tions in your area). 


Don’t assume, however, that all of this money will be spent on 
Christmas gifts. Actually, according to a survey of Christmas Club 








members, only 38 percent of the money is spent on Christmas pur- 
chases. Slightly under 30 percent goes into permanent savings, 10 
percent is used for year-end bills, eight percent for insurance pre- 
miums, eight percent for taxes, two percent for mortgage payments, 
two percent for education and the remaining three percent for 
miscellaneous expenditures. 


MANUFACTURERS’ SALES 

















1954 1953 YH 
(Units) (Units) (Change) 
AIR CONDITIONERS, Room 9Mos. 1,177,100 940,310 +925.18 





DEHUMIDIFIERS........... 1,369 


70,040 


2,491 
67,415 


—45.04 
+ 3.89 





DISHWASHERS.... 21,194 


141,066 


13,950 
117,454 


+51.93 
+20.10 









DRYERS... 107,084 


521,974 


86,461 
453,732 


+23.85 
+15.04 
FOOD WASTE DISPOSERS 40,634 
245,561 


29,424 +38.10 
233,714 + $.07 









eer 


63,268 
534,491 


58,140 + 8.82 
686,822 -—22.18 
IRONERS.... 8,905 
64,865 


9,113 — 2.28 
125,787 —48.43 ~ 





RADIOS, HOME.. 352,499 


2.096,379 


529,427 
3,061,181 


— 33.42 
—31.52 


RADIOS, PORTABLE...... 76,271 


1,033,470 


147,355 
1,375,308 


— 48.24 
— 24.86 





RADIOS, AUTOMOBILE.. 296,327 357,326 


2,843,740 4,149,812 


—17.07 
—31.47 





RADIOS, CLOCK. . 207,226 


1,068,853 


182,417 
1,562,862 


+13.60 
— 31.61 





RANGES 99,619 


843,707 


+17.92 
—10.24 


84,481 
939,934 
REFRIGERATORS.... 271,860 231,224 
2,728,841 2,974,138 


+17.57 
— 8.25 
TELEVISION......... 947,796 770,085 
4,733,315 5,524,985 


+23.08 
—14,32 
VACUUM CLEANERS..... 238,235 
1,940,035 


227,253 + 483 
2,121,373 — 8.55 





WASHING MACHINES..... 379,666 340,532 


2,577,872 2,689,037 


+11.49 
— 413 
WATER HEATERS, Storage 62,320 
416,079 


54,450 +14.45 
480,402 — .90 

























































































Dazzle Your Dear 


with these NEW 













All Chrome SILVER-CHEF Grinder, Mixer 


The only all chrome model on the market! Complete with 2 lifetime stainless 
steel mixing bowls, grinder and pestle. Mixing head is portable. Has 
10-speed dial selector, 2 nickel-chrome beaters. Quiet. long-lasting motor. 
Free recipe book included. Model 4300. $52.75 





You'll never give a better gift than the one 

that's useful every day of the year. These bright, 
modern Dormeyer appliances will make a 

busy wife's life a little easier—and a lot more 
fun. And what wonderful foods will come 

from her Dormeyer kitchen! 





Extra Capacity FRI-WELL 


It's a fryer—a roaster—a casserole maker! And it makes 
enough for 6-8 generous portions! Automatic thermostat with 
guide for frying and cooking gives perfect results every time. 
Free recipe book. Model 6000 


$29.50 





HURRI-HOT Electri-Cup 


Nothing like it! Warms, cooks, boils 23 oz. any liquid ina 
hurry. Grand for baby's bottles. Makes 4 cups instant coffee, 
tea, etc. Boils eggs. Heats soups. Plugs in anywhere! 
Chrome finished exterior. Copper interior with satin chrome 
ital ejamielme-t-1-) Merl -t- allele Mm onu dt Mal-y-1 @otelal tage) Mac -Taate)'7-] 0) (-) 

egg rack. Free recipe book. Model 6700. $14.95 












Perfect Brew COFFEE-WELL Bie Steam or Dry IRON-WELL > 
The most adaptable electric coffee-maker you can buy! 
Perfect-Perk Selector lets you make 3 different strengths of 
coffee at one brewing. Warm or Brew Selector gives 
it complete versatility. Perks 4-10 cups. Chrome plated 
aluminum finish. Model 6900. $21.50 


i Moe ele Mi celiPem ColohM allel - Milli mel lalet-t-Melgellal-la mele oy lC-lar- tale! 

is specially designed to prevent sputtering. Switches at the flick 
of a button. Safer because all steam vents close when iron 
stands on end, 7 steam vents. Weighs less than 4 Ibs. Model 12 


$18.95 
EDGE-WELL 


5 cil Scissors and Knife Sharpener 
“e Lightweight, compact, powerful. Sharpens scissors and 
all kinds of knives—large, small, hollow-ground or 


scalloped. Absolutely safe for operator and cutlery. Quick, 
easy to use— blades fit naturally at perfect angle for best 


America's buy-word in better appliances! 
results. Separate slots for knives and scissors. Easily DORMEYER CORPORATION «¢ Chicago 10 
stored. Model 14. $14 95 All Dormeyer appliances are factory guaranteed. Approved by Underwriters’ Laboratories, Inc 












































Here are 4 more 


good reasons 
for handling 


Gibson electric ranges! , — 


Model ER-205-H, with two Model ER-205-F, with Tel-O- Model ER-205-D, with 7-speed Model ER-205-LS,with 
ovens, and famous Gibson Matic Light that takes the controls, and full-width fluo- 7-speed controls, and auto- 
Ups-A-Daisy Deep Well mystery out of automatic rescent light. matic preheat oven. 

Cooker. List price, $449.95 cooking. List price, $329.95 List price, $249.95 List price, $199.95 


DECEMBER, 1954—ELECTRICAL MERCHANDISING 














“This 30 electric range 
1 — sold me on the entire 


new Gibson line!” 


“This 30-inch Gibson has the kind of styling my customers demand! 
Like all Gibson products, it’s trouble-free...saves me money by cutting out 
service calls. And look at the features I can sell: 7-speed push-button 
controls, automatic timer and minute minder, full-width fluorescent top-light, 
non-fog oven window, giant 7680 cubic inch size oven with super heat rod! 
What’s more, sais control the oven light even with the oven door closed. 
It’s got a big, nylon-roller storage drawer. Like all Gibsons, this one 


is loaded with more features giving a bigger value for every dollar.” 


30-inch model LD ...a real seller at a price of only . 





MAIL THIS COUPON TODAY 


Gibson Refrigerator Co., Greenville, Mich. 


I'd like to know more about the profitable Gibson 
electric range line, and the name of my nearest 


Gibson Distributor. 


| 
| 
| 
s rely on s 
you can alway y I'd also like to know about 
4, SOsI . [_] Freezers [] Refrigerators [_] Room Air Conditioners 
| (J Self-Contained Air Conditioners 
| 
| 
| 
| 
| 
| 
J 





78 years of experience, and millions of satisfied customers mean 








REFRIGERATORS « ELECTRIC RANGES ¢ FOOD FREEZERS AIR CONDITIONERS 


tee ee ee ee ee 
coe eeeoeeeee ee ee eeseeeeeeeseeseseseseees 
ecCeeee eC Se eF eee eeeeseseeseesesreseeeeses 


Coe CSET SHSEHEHEHSESES OHHH COREL OL eo etter coe eees 
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BEE-VAC 






Offer you “Quality Always”’ 








Birtman appliances combine 
attractive designs, perfected 
engineering, dependable 
performance, precision 
manufacture. 

Back of the Birtman 
guarantee are: Three 
thoroughly modern factories 
geared to volume 
production. Forty-seven 
years experience in 
electrical appliance 
manufacture. Millions of 
dollars of merchandise 
now in use both in America 
and foreign countries. 

Over ten million dollars 
in resources. 

Financial rating AAA-1. 





See Our Exhibit January Market 


AMERICAN FURNITURE MART « 17TH FLOOR + SPACE 35 AND 36 


BIRTMAN 
ELECTRIC 
COMPANY 


Chicago 39, lilinois, U.S.A. 
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TRENDS continued 


It’s possible that there will be a shortage of room air conditioners 
by the time the 1955 selling season hits its peak next year, some 








manufacturers believe. ‘They base this prediction on past perform- 
ance in the fan and air conditioner industry where surplus and 
shortage cycles have happened before. The thought is that manu- 
facturers may be so worried over this year’s big carry-over inventory 
that they will cut back 1955 production too drastically. Here’s the 
way one manufacturer looks at it: 


Needed next year 


Retail sales ......... ... 1.3 million 
Adequate carry-over 
from 1955 to 1956...... 3 million 
. Bea oo ee 1.6 million 
From this figure deduct 
the 1954 carryover........... .6 million 
Which means that........... 1.0 million units 


must be produced in 1955 to meet 
demand and normal carry-over. 


The catch, says this manufacturer, is that the industry may very 
well cut back 1955 production to something like 800,000 units. If 
this happens “you'll see the doggonest scramble for merchandise 
next August that you'll ever want to see”, this manufacturer con- 


cludes. End 


MANUFACTURERS’ SALES 





Electric Housewares—NEMA 1954 1953 % 
Members Only, Not Industry (Units) (Units) Change 
BED COVERINGS............ Sept. 149,406 143,730 + 3.95 
9 Mos. 510,275 623,010 —18.10 
COFFEE MAKERS............ Sept. 323,760 388,130 -—16.58 
9Mos. 1,960,813 2,282,614 —14.10 
CORN POPPERS............. Sept. 82,398 n.a. na. 
9 Mos. 310,686 n.a. n.a. 
DEEP FAT FRYERS........... Sept. 35,199 67,681 —47.99 


9 Mos. 234,306 308,047 —23.94 
HEATERS, PORTABLE: 


Convector and Radiant...... Sept. 36,238 41,113 —11.86 
9 Mos. 75,985 92,184 —17.57 
Fan-Forced & Fan-Heaters.. Sept. 110,647 101,281 + 9.25 
9 Mos. 334,392 356,152 — 6.11 
HEATING PADS........... Sept. 218,062 228835 — 4.71 
9 Mos. 1,113,279 1,306,049 —14.76 
HOTPLATES—DISC STOVES Sept. 42,719 53,426 —20.04 
9 Mos. 280560 412196 —31.94 
IRONS: 
Traveler... oe Sept. 60,269 54,597 +10.39 
9 Mos. 283,764 311,217 8.82 
Standard, Automatic....... Sept. 189,778 307,920 —38.37 
9Mos. 1,174,774 1,614,087 —27.26 
Steam & Steam Attachments Sept. 448,489 596,999 —24.87 
9 Mos. 2,237,480 2,735,538 —18.21 
Non-Automatic............. Sept. 11,398 11,035 + 3.29 
9 Mos. 53,222 76,855 —30.75 
WAFFLE IRONS— Sandwich Toasters: 
Single Units................ Sept. 16,111 22,296 —27.74 
9 Mos. 53,648 146,457 —63.37 
Combination Units.......... Sept. 98,558 132,840 —25.81 
9 Mos. 445,905 646,183 —30.99 
TOASTERS: 
Automatic................ Sept. 318,845 290,968 + 9.58 
9Mos. 1,448,672 1,544,841 — 6.23 
Non-Automatic............. Sept. 37,110 35,537 + 4.43 


9 Mos. 163,616 219,641 —25.51 
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World’s Smallest Personal Portable 





¢ Fits purse or pocket like a camera! 
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..- Emerson “Pocket Radio”* 
* Unbelievable power—yet only 6” wide, less than a pound! 


¢ Stunning case, color variety to please every customer! Z \ 
* Model 747, $40, with batteries Ge 


exclusive with KNCTS On 








World’s Only Truly ‘‘Portable TV’’ by Emerson 


* So light, compact... you can take it with you, everywhere! 
* Only 12” high, 15” wide! 

* Modern ‘traveling’ case in rich luggage-grain finishes. 

* Model 1030, $150 


IN TELEVISION...IN RADIO 
THE IDEAL GIFTS FOR BEST RECEPTION 


& 


®REG. U.S. PAT. OFF 


...and that’s not all Emerson gives you... 
e New, exclusive features that simplify your selling! 
¢ Industry’s lowest prices with no sacrifice in quality! 


e Complete line—not just one or two ‘token’ sets, but a profitable 
business in every TV-Radio category! 

¢ Powerful advertising and promotion support! 

No wonder, each day, more alert dealers are hitching their wagons 

to Emerson...the industry’s fastest rising star! Proof Again... 


that EMERSON is the line with the dealer in mind! Over 15,000,000 
satisfied owners prove Emerson is America’s Best Buy! 


EMERSON RADIO @ PHONOGRAPH CORP. NEW YORK, U.S.A PRICES SLIGHTLY HIGHER SOUTH & WEST 












































It’s small wonder that more and more makers of gas ranges 
are adopting Wilcolator’s Oven-Reddy. And on sales floors the 
country over, these ranges are stopping traffic, creating tremen- 


dous buyer interest as word gets around about Oven-Reddy. 


For here’s a feature that makes any range stand out from 
the rest. It really gives your salesman something to talk about 
to today’s smart buyer — something she can see means better 
cooking and really saves her time. It’s something she’s always 


wanted — and never before could get on a gas range. 


With Oven-Reddy... 







Just set the dial for the 
temperature you want 


Pop in your cake or roast 
when the signal lights up 


12 


..and take it out— 
done to perfection! 
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You will find Oven-Reddy today on many of the leading gas 
ranges—and there are other manufacturers planning to use it on 
their new models. A little prodding from you might help your 
manufacturer decide now, and give a big boost to your sales, 
The Wilcolator Company, 1001 Newark Ave., Elizabeth, N. J, 


Canadian Plant: Mimico, Toronto, Ont. 
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The East 








By ROBERT W. ARMSTRONG 
A RS: 2S AS 


October sales dip doesn’t kill 
TV holds up 
better than white goods . 


optimism . . 


Refrigerators weakest, dryers 
and washers continue strong 
GALES in some parts of the country 

may have been good enough in 
October to justify new optimism about 
year-end totals, but for most eastern 
merchants October was just another 
month. 

A few reported gains, particularly 
in TV, but many, after an abundant 
September, felt let down by October. 

One of the few areas with reasons 
for jubilance was Washington, D. C. 
Here business picked up considerably 
and most dealers reported sales ahead 
for the first ten months and looked 
forward to a good Christmas, particu- 
larly for traffic items. One distributor 
reported sales of electric housewares 
have already (early November) ex- 
ceeded expectations and they have 


had to reorder, particularly on grills 
and steam irons. 


TV Out in Front. If anything was 
leading the field in Washington it was 
TV. Dealers and distributors called 
sales “way ahead of last year” and 
attributed most of the upswing to the 
fading of color as an important ob- 
stacle. 

Part of this decline in color con- 
sciousness has been caused by diffi- 
culty in getting good color demon- 
strations—so a lot of people believe 
there are still bugs to be eliminated. 
As one dealer put it, “Just let a cat 
stomp across the floor when the color 
set is on and you have to call a service- 
man. 


No Vacuum for Cleaners. Running 
close behind TV as a sales leader in 
the Capitol during September and 
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October were vacuum cleaners. Iron- 
ers picked up about five percent and 
dehumidifiers gained ten. Coming up 
in future months will be the dryer— 
which Washington housewives are 
just beginning to appreciate. 


Gloom in New York. Apart from 
that Washington report you don’t find 
much jubilance in the East. New 
York, for example, as portrayed by 
several dealers, found October a poorer 
month than September. Refrigerators 
were quoted as down about 10 per- 
cent, automatic washers off ten, also, 
and ‘I'V down anywhere from five to 
ten—all by comparison with both 
September of this year and October 
of last year. A sales gain during the 
last ten days of the month wasn’t 
enough to compensate for the earlier 
doldrums. 


Upstate Dropoff. Even in upper 
New York State October disappointed 
most of the dealers reporting. As one 
put it: “October slowed down after 
the first week. It’s hard to say why.” 

Said another: “Television was very 
good in October, but our white line 
business was off a bit. Washers and 
dryers are going well, but refrigerators 
dropped off. Ranges are fair.” 

A third reported: “Appliance vol- 
ume fell off but TV was ahead. White 
goods started to decline after the tenth 
of the month, but we don’t know 
why. TV and radio have moved 
ahead, but our total volume for the 
month was off about 25 percent. 
There are still some hot items, like 
one automatic washer and vacuum 
cleaners.” 

The only two dealers who could 
boast of particularly good October 
business in upstate New York had 
special reasons: one ran a warehouse 
sale and the other had a one-day TV 
sale offering 300 sets at special prices. 


Worry in Philly. Some Philadelphia 
dealers experienced an October sales 
dip both on white goods and on TV. 
One such reported, ““White goods are 
kind of sad. Washers and dryers are 
fair, but not what they should be. . . 
Refrigeration is very slow. Ranges 
aren’t moving despite another tie-in 
with Philadelphia Electric offering 
free installation . . . I’m afraid the 
industry is going to overproduce on 
TV. We were encouraged by a good 
late August business and a big up- 
swing in September, but it’s really 
fallen off in October. I talked to 
about ten dealers this week who expe- 
rienced a big drop . . . It’s just not 
following the pattern it should .. . 
We used to be able to figure on a 
continuing upswing right up to the 
Christmas holidays. The manufac- 
turers don’t seem to have picked up 
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the October trend yet and they’re pro- 
ducing like mad.” 

He’s partly right, of course, about 
the manufacturers. The week of 
October 22nd set a new production 
record for the industry. However, at 
least one maker has cut production 
plans back very sharply, will turn out 
far fewer sets in the last of the year 
than originally scheduled. 


Boston Dips. Sales in New England 
during October depended on who and 
what you were. A Boston distributor 
reported encouragingly that sales 
showed a definite “heartening” pickup, 
has increased T'V sales 50 percent for 
the months of September and October 
in dollar volume, jumped refrigerator 
sales 25 percent ahead of October last 
vear (although they’re off 15 percent 
for the first ten months). “It looks,” 
he says, “like there’s a good chance 
of finishing even with ’53 on refrig- 
erators.”” He also reported favorably 
on washer and range sales. 

In contrast, a Boston dealer called 
October “disappointing on ‘T'V and 
most appliances. As a whole, dollar 
sales were about 10 percent under 
October, 1953.” 

Another Boston merchant reported 
a slight slump in October from Sep- 
tember—the busiest month of the 
year. However, he expects good sales 





in November and December “‘if our 
present sales pace holds.” 

Dryers are the hottest thing around 
Boston. One chain outfit reported 
sales two to four times as big as in 
1953, but found that refrigerator sales 
had been slower and attributed it to 
cool weather. 


Despondency Delayed. One sur 
prising thing about most of the reports 
on October business was that although 
most dealers experienced slower sales, 
few of them were pessimistic about 
the future. One good sign is reports 
from distributors in some areas that 
dealer finances have improved; another 
is the dealer experience that credit 
collections are up and the volume of 
““past-due” notices has declined. 

As one of those dealers with a slid- 
ing October declared, “I think if the 
present trend holds and we aim our 
promotion at the right target, it 
should be a good year overall.” An- 
other adds, “It’s been a surprisingly 
good fall despite a slow start and I 
don’t see any signs of a real slowdown 
again.” 

And if you want to bulwark your 
own optimism take a look at what 
McGraw-Hill’s Dept. of Economics 
has to say on the Economic Currents 
page foliowing the end of these re- 
gional reports. 





The Midwest 





By TOM F. BLACKBURN 
a 


Warehouse sales, premiums 
and big scale competition grew 
in 1954 . . . Specialty selling 
. . . Statistical round-up .. . 
Refrigerator give-away .. . 
HE waning year saw several new 
ideas in the business of mer- 


chandising appliances. First, there 
was the wrinkle of holding warehouse 


sales at wholesale prices. From Sears, 
Roebuck down there was an epidemic 
of this idea over the middle west. 
Greatest contribution was the Sears 
discovery that not over 40 percent of 
their customers would travel all across 
town to buy at wholesale. 

Premiums played an important part 
in the year’s selling. There was 
scarcely a deal hatched out that didn’t 
involve a freezerful of beef, silk stock- 
ings, or the like. When the cost of 
premiums are figured in, it is obvious 
that the margins on appliances are 
getting longer, as the competition 
grows tougher. 

Third new factor was the price 
cutting done by manufacturers to 
close sales on big deals. An Atlanta, 
Ga., distributor relates how a dealer 
of his flushed a big prospect for air 
conditioners, couldn’t meet the price, 
and turned the deal over to the 
distributor. The wholesaler couldn’t 
come close either, and down came the 
factory man, selling 3 hp. air condi- 
tioners at $104 apiece, less than the 
cost of manufacturing. Asked the 


why of such shenanigans, ,a factory 
man told this reporter that the break- 
even cost for big operators was getting 
higher and higher. That the probable 
(Continued on page 16) 
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Sales power that generates greater response on both 


In Chicago, 








THE chart gives you the box score for Chicago. General advertisers 
of appliance store products invest more than four times as much 
promotion money in the Chicago Tribune as in any other Chicago 
newspaper. 

This overwhelming preference for the Tribune sums up the record 
of selling performance which makes the Tribune Chicago’s Number 
One hard lines medium. 

When you back your line with Tribune advertising, you support 
it with the most powerful brand promotion you can use in this 
multi-billion dollar market. 

We have developed a plan to help you get the greatest return 
from your Tribune advertising. We call it the consumer-franchise 
plan. It begins with a study of your present situation, and is based 
on an intimate knowledge of the Chicago market. 

The Tribune consumer-franchise plan has helped dozens of others 
increase sales and increase their shares of the Chicago market. It 
can help you. A Tribune representative will be glad to show you 
how. Why not call him today? 


= Uribune 


WORLD‘S GREATEST NEWSPAPER 


Chicago New York City Detrc 
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\ W Dre E. P eon: ker WwW. E. ‘Bates F 
15. 
G 


itz atric ik ie sociate: Fitzpatri es 
ontgomery St. 3460 Wils hin © Bly ~ 

Ae field 1-7946 DUnkirk 5 

rAN SUNDAY NEWSPAPERS, INC. 
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YOU OWN THE STRONGEST CONSUMER FRANCHISE IN CHICAGO... 
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it's the Iribune 














sides of appliance store counters explains why--—- 





Percentage of expenditures of 
general advertisers of housing 
equipment and supplies and 
radio and television sets in each 
Chicago newspaper. Year 1953 












4 tol! 


TRIBUNE ADVERTISING HELPS YOU SELL MORE THESE 4 WAYS! 





65.7% 14.0% 12.9% 7.4% 
CHICAGO «CHICAGO §=CHICAGO =. CHICAGO 
TRIBUNE DAILY NEWS AMERICAN SUN-TIMES 





























2. 
|| THE MOST ACTIVE 
PROSPECTS! 


When Chicagoland 
i) families get ready to 
Mii buy, the Tribune is 
Wi) their number one 
source of shopping in- 
formation. They de- 
pend on it because 
they know it contains 
by far-the largest 
selection of home 
merchandise offers. 


THE BIGGEST 
AUDIENCE! 


The Tribune serves 
hundreds of thou- 
sands more families 
than are reached by 
any other Chicago 
newspaper. Advertise 
| in the Tribune and 
you reach the families 
who buy the bulk of 
the appliance store 
merchandise sold in 
Chicago. 
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WHEN YOU BUILD IT WITH ADVERTISING IN THE CHICAGO TRIBUNE! 
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reason was the frantic effort to meet 
the break-even point at the factory, 
even at a loss of some units. 

This gentleman went on to explain 
that after the war, when the slack 
was taken up, manufacturers first used 
advertising to drum up business. As 
advertising response began to fall off, 
price cutting was started. 


Specialty Selling Gains. Right now, 
we are back to specialty selling, push 
ing features that the other guy can 
not offer. The small manufacturer 
or dealer is foolish to bump heads 
with the big boys on staple merchan- 
dise. But on original approaches they 
have a chance to compete on even 
ground, and this difference may be 
based on style as well as mechanical 
features. Witness electric elocks with 
wrought iron trims, electrically heated 
coffee trivets, chrome plated mixers, 
and power mowers with orchid col- 
ored engine housings. 

Sol Polk, Chicago’s prince of dis- 
counters, is already striking back at 
Chicago department stores that at- 
tempt to outslug him with cut prices. 
His invalid’s wheel chairs for old 
ladies or kids at the door make shop 
ping easy, and he is pointing out that 
his merchandise is new in the carton, 
not holdovers from last vear. 


Food Plans Come to Life. One 
midwest distributor without a food 
plan sold 102 freezers in five months, 
with one he moved 428 units in the 
same time. Another sold 272 freezers 
in eight months without, and with 
a food plan moved 588. Consensus 
of opinion is that freezers can be sold 
through conventional dealers, through 
locker plant operators, and by means 
of the food plan. Small towns of 
1.000 to 10.000 population took 42 
percent of last year’s freezers. Next 
vear, with the “upside down” freezer 
and refrigerator combined, the con 
quest of the city market begins. 


The Statistical Round-Up. That 
unsuitable weather, saturation or fac- 
tory lay-offs will offset all the adver- 
tising promotions in the world is evi- 
denced by a comparison of three of 
the Midwest’s treasure troves of sales 
statistics on appliances. 

For example, St. Louis and Bob 
Coe saw drops in sales (1954 com- 
pared to 1953, to September) on 
blankets, coffee makers, dryers, freez- 
ers, ironers, ranges, refrigerators, clean- 
ers, wringer washers and _ water 
heaters. 

Wichita and Fred Kimball saw fall- 
offs only on freezers, ironers and 
wringer washers for the same time. 
Duluth and Milt Baldwin of the utilitv 
there reported declines only on refrig- 
erators and wringer washers. The 
brands are the same, the prices are 
approximately the same, the promo- 
tions similar, but apparently saturation 
or weather or economics didn’t jell to 
suit the promotions. C. M. Baldwin 
of Minnesota Power & Light Co., de 
clares there have been sales increases 
on items which have been pushed, and 
particularly during campaigns in which 
utility and dealers cooperated. 
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Give Away Refrigerators. One of 
the boldest methods of testing a mar- 
ket has been the campaign of the 
Chicago Tribune to find out how big 
the market is for replacement re- 
frigerators. It is giving a free refrigera- 
tor daily to contestants who write a 
letter and incidentally reveal all the 
dope about their own home situations. 

By word of mouth Chicago is said 
to be 97.5 percent refrigerator satu- 
rated. The Tribune is analyzing the 
shoal of letters that come in to reveal 
brand preferences and the size of the 
replacement market. Incidentally, 
the newspaper is paying for the boxes 
that it hands out to winners. 


Second Price Line in Traffics. The 
business of marketing calls for a keen 
eye for situation. One of the experts 
has observed that most appliance 
dealers only carry top lines of traffic 
items. He feels that dealers are miss- 
ing out on the trade which cannot 
pay $24 for a toaster, but can stand 
$15. That business is now flowing 
into Walgreen drug stores and into 
Sears. Working on this basis, a new 
line is taking hold. 


The South 


By AMASA B. WINDHAM 
AA LER 


1954 may be best year of all 
. . . Only Carolinas and lower 
Virginia show business lag... 
TV, Air-Conditioning 


champs 
TANDING at the threshold of the 


final month of the year, many 
seasoned observers are inclined to be- 
lieve that 1954 may be the best year 
yet for the appliance business down 
South. There are many signs to indi- 
cate that this year’s volume of business 
will exceed the enormous sales of 1953. 

“It all depends on our November 
and December business,” one veteran 
distributor in New Orleans told this 
reporter. “So far, we are running about 
even with 1953 sales. Refrigerators, 
home freezers and washing machines 
have all shown a definite trend up- 
ward in the last two or three months. 
My guess is that we will equal or ex- 
ceed last year.” 

Chis dealer got solid support from 
Fd Avegno, of New Orleans Public 
Service, Inc., who revealed that the 
sale of room air-conditioning units in 


the Crescent City, at mid-October, 
stood at 13,000. ‘That’s approximately 
3,000 more than were sold in all of 
1953—and this despite the trials and 
tribulations dealers in New Orleans 
have had throughout the year. 


Discounters Still Around. Dealers 
in the Louisiana metropolis have not 
yet whipped the discount house busi- 
ness although almost every possible 
solution has been tried. One old-timer 
gave a possible reason why the dis- 
counters continue to flourish. He 
pointed to many dealers whom he 
called “opportune buyers.” Despite 
the fact that they are regularly fran- 
chised by one distributor, they cannot 
or will not resist the temptation to 
pick up some other brands when an 
opportunity presents itself to get them 
at low prices. 

“Is it any wonder many distributors 
sell to discount houses or anybody else 
who'll buy their stuff?” he asked 
pointedly. It’s a nasty situation but 
you've got to admit this observer has 
a point. 

This month, thanks to an up-to-date 
survey, we got a fairly comprehensive 
report on business in the ‘Texas areas 
outside the big cities. The best gains 
have been made in electric range, air- 
conditioning and_ television - sales. 
Range sales in such sturdy Texas cities 
as Longview, Marshall, Kilgore and 
lexarkana are approximately 10 per- 
cent ahead of last vear and are ex- 
pected to finish the year at about that 
figure. Air-conditioning sales in this 
area runs about 40 percent better than 
in 1953, while television sales are 
some 60 percent better. Sales of water 
heaters, refrigerators and dishwashers 
ire slightly behind, while laundry 
equipment sales are about even with 
1953. 


Sunshine State Sales Boom. Florida 
will have its best year in sales, top- 
ping last year’s record by a consider- 
able margin. Henry Keele, of Florida 
Power & Light Co., says the dealers 
in his operating area will exceed the 
$65,000,000 sales quota set for them 
at the beginning of the year, by a good 
margin. Tampa dealers report an ex- 
cellent increase in the sale of re- 
frigerators, home freezers and auto- 
matic washers and are from 10 to 25 
percent ahead of last year in the sale 
of these items. They predict that 
December business will be better than 
last year. Tampa Electric Co., backs 
up this report with corresponding 
figures. 

In the Carolinas and lower Virginia, 
business is somewhat under last year’s 
booming figures. In Charlotte, for ex- 
ample, refrigerator sales for the first 10 
months of this year are approximately 
20 percent under the comparable 
period last year. But Charlotte dealers 
are selling automatic washers at a 55 
percent better pace than last year and 
television sales are up almost 70 per- 
cent. 

On the other hand, the sale of dish- 
washers has slumped badly in Char- 
lotte, Richmond, Asheville, Raleigh 
and Charleston and few dealers are 
selling them at the rate they did in 
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1953. In Raleigh alone, sales are off 
an estimated 40 percent. Incidentally, 
the Carolina area is probably the only 
section of the South where air-condi- 
tioning sales have not shown a sub- 
stantial over former years. 
Sales this year will probably show a 
total slightly under last year. 


increase 


Alabama Dealers Happy. Dealers in 
\labama have had a pretty good year 
in almost every field. Laundry equip- 
ment sales in Birmingham are running 
approximately 10 percent better than 
in 1953 and refrigerators are climbing 
noticeably, though still off consider- 
ably. A reliable Birmingham contact 
“guesses” that television sales are up 
about 25 percent over last year, air- 
conditioning better than 15 percent 
and electric ranges down 15 percent. 

Sales in central and south Alabama 
are spotty and it is hard to get a good 
estimate of business because of con- 
flicting reports. Dealer sales in the 
Gulf Coast cities of Mobile, Pensacola, 
Biloxi and Gulfport are slightly ahead 
of last year and will probably show an 
even better comparison at year’s end. 

Tennessee and Mississippi dealers 
should wind up the year with sales as 
good or only slightly under last year. 
In Chattanooga and Memphis, re- 
frigerators have been on the upgrade 
for several months, as have water 
heaters, home freezers and television. 
Nashville has a good increase in ranges 
and should easily exceed the 6,000 
sales mark of last year. Knoxville deal- 
ers are substantially ahead of last year 
in the sale of laundry equipment— 
washing machines running approxi- 
mately 25 percent better. Water heater 
and home freezer sales are strongly up 
also, in Knoxville. 

[his state-by-state and area-by-area 
summary shows that the year has not 
been a bad one at all for Southern 
dealers, and indeed, it stands an ex- 
cellent chance of being the best year 
yet in appliance sales down in this 
neck of the woods. 


Utility Roundup. Arkansas Power & 
Light Co., is in the midst of a cam- 
paign to help dealers sell more elec- 
tric ranges. The utility offers $30 on 
the cost of installation, which is about 
the average charge in rural areas. The 
campaign, which ends Dec. 15, has 
helped spur sales considerably. 

The heat pump is selling better than 
ever as more and more utilities in- 
crease their promotion of it. Sales are 
particularly good in Virginia and 
North Carolina, while out in the west- 
Louisiana, east-Texas area, more than 
100 new heat pumps have been in- 
stalled by the Gulf States Utilities Co., 
service territory. 

New Orleans Public Service, Inc., 
got its annual light promotional cam 
paign under way by tying in with the 
Light Diamond Jubilee celebration. 
Carolina Power & Light Co., launched 
a 60-day campaign to help dealers 
sell more than 3,000 water heaters. 
Other utilities were conducting or 
planning seasonal and holiday promo 
tions. 

(Continued on page 21) 
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NORGE IS ON THE MOVE | ' 




















i 305% ws 1953 


Talk about jet-propelled selling! MHere’s the washer line that’s 
zooming ahead of everybody in the field today. No wonder— 
Norge is the washer that’s way ahead in features! 


% TIME LINE CONTROL—foolproof, simple, completely auto- | 
matic—a Norge exclusive. 


% SAFETY SPIN—stops autematically when lid is lifted. 


% WATER TEMPERATURE SELECTOR—choice of hot or warm | 
water. 








%*% 5-WAY RINSING—automatically removes all soap and 
water. 


PLUS MANY MORE NORGE WONDER-VALUE FEATURES! 





— wax tat wa 


: * 300% 3: 1953 | 


Here’s action that makes competitors look as if they’re standing : 
still! The fastest moving Dryer line in the world today—that’s 
NORGE! 


% EXCLUSIVE 4-WAY SELECTIVE DRYING--4 automatic drying 
methods. 


x EXCLUSIVE TIME-LINE CONTROL—the automatic control that 
can’t miss! 


% HEAT-AIR SELECTOR SWITCH—choice of heated air or air 
alone. 


% STATIONARY DRYING RACK—choice of 2 positions—easily 
removable. 








PLUS MANY MORE NORGE WONDER-VALUE FEATURES! 


—AND IN GAS DRYERS IT’S 298%—IN FREEZERS IT’S 179% 
| —IN ELECTRIC WATER HEATERS IT’S 167%—IN GAS 
| RANGES IT’S 126%—AND IN CONVENTIONAL WASHERS 









WITH GIANT INCREASES! 
"178% .ss3 __< 


: Nobody but Norge has a story like this! Today’s most exciting, 
fastest-selling ranges are setting a sales-pace that’s leaving others 
far behind! 


% EXCLUSIVE SUPER-ROCKET ELEMENT—heats RED HOT in 20 
seconds! 




















% ADJUST-A-LITE—fiood entire cooking surface with soft, 
glare-free light. 


ye 2-WAY GRIDDLE TOP—converts to extra work surface. 


% EXCLUSIVE TELE-VUE CONTROLS—newest idea in conven- 
ience—cook by color. 


PLUS MANY MORE NORGE WONDER-VALUE FEATURES! 








NORGE GAS RANGES ARE YEARS AHEAD IN FEATURES, TOO! 


we 153% 1953 


The runaway line in the refrigerator business! A bombshell com- 
bination of features and prices that’s making Norge sales race away 
while industry sales are lagging. 


%& CUSTOMATIC DEFROSTING & TEMPERATURE CONTROL—fully 
automatic. 


¥% GIANT FREEZER CHEST—huge 80 Ib. capacity. 


anna bb? % MOIST-COLD COMPARTMENT—Correct balance of cold and 
* = l humidity —automatically. 
= % HANDIDOR—built-in shelves, Egg Nest, Butter Bank. 


PLUS MANY MORE NORGE WONDER-VALUE FEATURES! 






























































AND WHAT 4 


IT’S 128%! BIG SALES INCREASES RIGHT 20 N YEAR 
ACROSS THE BOARD! A CLEAN SWEEP—A WRA"\ US 2iebeiionie 2. Voy 
NEW BONANZA—FOR NORGE DEALERS. 
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Yes—NORGE is the line that’s caught 
fire—the line that’s on the move with 
a roar and a rush! For NORGE is al- 
ways a couple of Texas-size jumps 
ahead of everybody in the field—and 
watch how this shows up in bigger- 
than-ever, record-breaking sales next 


WITH 


NORG! 





year. SO—why play follow-the-leader 
when you can BE the leader with 
NORGE. Check your distributor on a 
NORGE FRANCHISE now. 

A NORGE FRANCHISE IS 
BECOMING MORE VALUABLE 
EVERY DAY! 
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| NORGE MEANS BUSINESS...GOOD BUSINESS 


DIVISION OF BORG-WARNER, MERCHANDISE MART, CHICAGO 54 
IN CANADA: ADDISON’S LIMITED, TORONTO 
EXPORT: BORG-WARNER INTERNATIONAL, CHICAGO 
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The Great Lakes 





By N. BLEECKER GREEN 
2S Oa A A 


October Equals September .. . 
Twins lead white goods .. . 
TV looks great . . . Music has 
its charms . . . Where color 
helps black & white 


ALES volume for appliances, radio 

and television in the Great Lakes 
area in October equalled or nosed ahead 
of September. While a few dealers did 
report increases ranging as high as 15 
percent, most spoke up with “about 
the same”’ or “slightly ahead.” And Oc- 
tober this year compares pretty well 
with that of last year in the big pic- 
ture, perhaps down a fraction. Some 
folks claim to be ahead by varying per- 
centages, but the majority were about 
even or perhaps five percent under that 
of last year 


Laundry Equipment Holds Up. ‘lhe 
favorite twins of the industry, wash- 
ers and dryers, seem to be the stabiliz- 
ing factor in many retail outlets these 
days. Laundry equipment leads the 
field here with an unqualified success. 
Automatic washers seem to be tops in 
most sections, with wringer types sell- 
ing well in both outlying and urban 
areas. The best comment seems to 
come from down Charleston, West 
Virginia way where one dealer says of 
his white goods, “little moved in 
white goods except washers and dry- 
ers.” Ranges and freezers accounted for 
a number of sales, but the “come 
clean” department was far in the lead. 


Good Year for TV. A good year was 
predicted by most in the retailing end 
of the TV business, once the leaves 
started coming down. October saw 
good sales activity following a good 
September start. One Michigan dealer 
comes right out and states he “figures 
on a good year,” while a Columbus, 
Ohio, store says, “I expect to equal or 
surpass our best previous year since 
the war.” 

But the switch in the television 
market this year is that while most 
dealers and distributors expect to move 
about the same number of units as 
last year (or come out ahead), lower 


The National Appliance-Radio-TV Picture 
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prices may hold down the dollar vol- 


ume. If unit volume is even, dollar 
volume will be down. If dollar vol- 
ume is to equal or pass that of last 
year, more units will have to be 
moved. 

Reasoning behind this battle of 
“meeting the figures” is the lower list 
price today, plus the increased move 
ment of table models as compared with 
consoles. A check of dealer inventory 
during the closing days of October 
shows that console inventory is heav- 
ier, numberwise. Chief reason is that 
table models are moving faster in to- 
day’s highly price-conscious market. 
And consoles tend to pile up. While 
many dealers carry more of the big 
models on the floor with the idea 
of trading up or working with a 
bigger ticket, their turnover is re- 
ported greater in the table lines. As 
one West Virginia retailer put his 
television picture, “down a little in 
dollars because of price dips and a 
swing more to table models.” 


Light Housewares Inventory. ‘Traf- 
fic appliances showed some move- 
ment, but it was spotty in October. 
Steam irons, mixers and coffee makers 
were mentioned the most. Inventory 
in this pre-Christmas season was com- 
paratively light throughout the area, 
but most dealers had their gift lines 
ready and in the store by the end of 
October. Many were carrying a thin 
depth in stock on the premise they 
could drop ship if consumer buying 
went through their inventory. One dis- 
tributor in Cleveland said that in- 
ventory was good with more due the 
first of November. “Believe retailers 
extremely low for this time of year,” 
he said. “Inventory may disappear 
rapidly if the season is good,” he 
added. Just how good the season will 
be remains to be seen. 


Music, Music, Music. The music 
front in Cleveland has been on the 
up for some months now. And it 
showed some changes. The number of 
hours which give out with good classi- 
cal sounds on the radio from this lake- 
front city is surprisingly good. WJW, 
outlet for ABC here has been on the 
air for some months now with its 
“Hi-Fi Hour” each night at nine and 
is backed up by WDOK’s “Candle- 
light” program which runs through 
several hours a night throughout the 
week. While the stations are not 
broadcasting high fidelity as such from 
the transmission end, they are using 
better recorded discs and turntable 
equipment. Many of the stations re- 
port an increased number of phone 
calls questioning the type of record 
played and the types of pickups being 
used. Audophiles, mild and frantic, 
are on the increase. The increase of 
receiving equipment, whether you 
can correctly call it high fidelity or not, 
is becoming more evident to the sta- 
tions themselves. 

A specific example of this is the fact 
that WDOK in Cleveland opened up 
in a FM outlet the middle of Oc- 
tober. While this runs contrary to the 
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national picture of fewer I'M outlets, 
WDOK points out that it is simulta- 
neous broadcasting of its AM programs. 
Improved lines from studio facilities 
to transmitter, however, are aimed at 
giving a more “hi-fi” reception on the 
home front. While this may only be a 
straw in the wind of the national pic- 
ture, it does show that FM sets and 
good radio receivers definitely have 
a good sized place in today’s market. 

Dealers in this area are becoming 
more aware of this. While most 
report they are working only with pack- 
aged hi fidelity, a few mention com- 
ponents on a custom basis. Move- 
ment is characterized by comments 
ranging from “a little movement” to 
“slowly but with good interest.” Many 
are still in their first year in this field 
but report prospects and browsers on 
the up. High fidelity moved in a small 
but even volume during the summer 
and should hit a good peak around the 
Christmas holidays. 

An additional spot in Cleveland’s 
music picture is the opening of an 
avowed discount record house in the 
downtown area. Called Discount Rec- 
ords, the retail outlet is advertising 
heavily on both radio and newspapers, 
telling the public to “come in and see 
what a complete stock of records looks 
like.” Discounts are advertised from 
20 to 50 percent off list. While other 
record outlets countered with  in- 
creased advertising during the opening 
round, the battle lines have yet to be 
drawn. 


Big Screen in Color. Big screen 


color tv got its first kickoff in the Day 
ton area this past month of October 
when the Furniture Mart cleaned out 
one of its showrooms, set up some 350 
seats and then invited the public in 
to see the Chrysler “Shower of Stars” 
program. Working with two CBS- 
Columbia 19-inch color receivers, the 
promotion drew some 1,000 people 
to the store on a wet and rainy eve- 
ning. Some 500 were turned away. 

Reaction of the viewers was good. 
The color came in well; public accept- 
ance came in “oohs” and “aahs.” 
Giveaways in prizes lured the adults; 
free piggy banks brought youngsters. 

But the basic aim of the promotion 
was to show the Dayton public where 
color is today and what they can ex- 
pect. Wally Willis of the Mart offered 
certificates with every purchase of a 
black and white set, guaranteeing full 
purchase price refund within one year 
on a color deluxe model. Willis fig- 
ures the deluxe models in color re- 
ceivers will have a $100 trade-in al- 
lowance. He also angles that he can 
resell any one-year-old black and white 
set for more than $100 in the used 
market. Since most of his current 
B&W movement is in the $200 
bracket, the Mart will come out with 
a profit on all three transactions—orig- 
inal black and white sale, color de- 
luxe sale and resale of the used set. 

It’s a good progressive approach to 
the merchandising of color and a work-’ 
ing angle to keep sales from being 
“held back.” Some 42 black and white 
sets were moved in four days follow- 
ing the promotion. 





The Far West 








By HOWARD J. EMERSON 
RNORAREDE SES 


Moderately good Xmas season 
expected . . . Independent fair 
trade . . . Counter-revolution 
aimed at discounters 


ALES of appliances and television 
picked up in early November 
enough to indicate that dealers in the 
far west would enjoy a moderately 
good Christmas season. For a time 
their minds will be off the subject of 
discount selling. But while they are 


concentrating on getting the most 
from the big season, changes are tak- 
ing place here that indicate the “‘legiti- 
mate dealer” is gaining ground. 


Independent Fair Trade. Biggest 
news, of course, has been action of 
largest independent distributor, Sues, 
Young & Brown, Inc., Los Angeles, 
putting Ironrite, Norge, Lewyt, Ver- 
nado and Zenith under fair trade and 
backed up by a rigid “dealer authori- 
zation”. But there are more than 
such overt, publicized acts to show 
that there is an “underground” stimu- 
lating a “counter-revolution” aimed 
at the off-list revolution described in 
October Electrical Merchandising. 
Look at these evidences of a swing 
toward the merchandising type of 
dealer: 
eA large distributor in northern 
California lost a limited but valuable 
line of white goods when it refused 
the manufacturer’s order to set up a 
“blind” company to use as supplier 
to discount houses. 

e New discount house in San Fran- 
cisco had to open its doors with but 
one full line of white goods—it was 
turned down by even a couple of 
full lines that have been supplying 
other discount houses in the past. 

e The west coast’s largest discount 

(Continued on page 24) 
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The Most Fabulous 


on the 1955 complete line of 


| Westinghouse 


ROOM AIR CONDITIONERS - UUEHUMIDIFERD HOME WATER COOLERS 






It’s smart... It’s easy to take advantage 
of this sensational dealer profit plan. 
And here are 7 of the best reasons in 


rAANondo® 


NOUNS 


the world why you should buy now! 
















= An0000000 QQYONQQNOOONNQNONOQONOO YQNGOO QU 00 IIH Yy 
= Dealer Inventory = 

= * = 

= Protection! = 

= s = 

= Fabulous reserve funds = 

= : . = 

= provide you with the most = 
a generous carry-over pro- == 
= tection in the business! — 

= = 

AON xr KKK XO A KOCK x xxx er x . ~S 
mos J100000 100000000000000000000006 ' A i\\ WW 


e Free Point-of-Sale Package! 


You’ve never seen more exciting, colorful 
displays than these. 


Big Mixed Carload Savings! © Dealer Price Protection! 


Convenient shipments with the many other Westinghouse dealers buy with complete 
Westinghouse products. price assurance. 


© Buy Now... Pay Much Later! ¢ Free Direct Mail Program! 


You don’t tie up your money now. Pay Buy early and receive unique new kit of 
when you profit. powerful sales aids. 
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Profit Plan Ever Offered! 





New 1955 
Room Air 
1 Conditioners 


More Models...More Sizes in |_ 
1/2 to 2 ton Window Units. ps, 


New Casement Model. = 
Put yourself in the safest selling spot with West- ee 
inghouse Room Air Conditioners on your floor. @ New top efficiency, push 


Westinghouse not only gives you the selling button operation, 10 comfort zones 
center free... but the super-efficiency and feature : 


line-up insures fast closings. You’ll turn shoppers e Reverse cycle operation 


into customers every time. e Plus electric heat units, too 





Sure Fire Sellers for Home Demonstration...We Help You Sell 


WESTINGHOUSE 
DEHUMIDIFIERS 


We help you develop leads. Home 
demonstrations insure profitable 
sales. That’s all there is to plus busi- 
ness Opportunities with a Westing- 
house Dehumidifier. Ask your dis- 
tributor for details on superior 
air-drying power. 


@ New low cost Dehumidifier for 1955 
e@ Plus Dual Purpose Model— dehu- 
midifies in summer — heats in winter. 


Excl/ucive new white line 
appliance for the home market... 


The Cooleret ' 


NEW LOW COST 
WATER COOLER 





















Pick up extra sales. Nail 
plus profits from product 
in demand in office, home 
and farm: Get your ex- 


you CAN BE SURE...1F ITS clusive deal from your 


We St ‘ nghouse Westinghouse distributor. 








ELECTRICAL MERCHANDISING—DECEMBER, 1954 PAGE 23 





EXCLUSIVE / 


2- SPEED 
CONTROL 





QUIK-VAK 


It pays to push Cadillac 
—the cleaner that pulls in sales! 


Actually, nobody pushes a Cadillac Quik-Vak—neither 
‘you nor the lady whose household cleaning jobs it handles 
with such amazing efficiency. You display it... 


demonstrate it ... and SHE BUYS, because this 
dirt-hungry Cadillac canister offers every feature she 
wants for fast, thorough cleaning. Namely: 


@ SWIVEL TOP 

@ BEAUTIFUL 2-TONE GREEN FINISH 

@ DISPOSABLE DUST BAG 

@ “FLOATING BRUSH” FLOOR NOZZLE . wo.LEAK 

© OVERSIZE MOTOR —POWERFUL PICKUP FILTER SYSTEM 
© E-Z ROLL DOLLY (Optional Equipment) 


e MOTOR MOUNTED 
IN RUBBER 
Reduces vibration 
and noise 


See the complete line 
of Cadillacs at the 
JANUARY MARKET 


Jan. 3rd—Jan. 14th, 1955 


BOOTH 1768 


American Furniture Mart 
Chicago 





For more than 44 years, sold 
only by reliable dealers and 
distributors. 


CLEMENTS MFG. CO. 


Dept. A., 6650 $. Narragansett Ave., Chicago 38, i. 
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operation, W. E. Phillips, Los An- 
geles, lost its fastest selling full line 
of white goods. Pulling the line cost 
the brand’s factory branch there 
about a half-million dollars a year. 
eA San Francisco distributor who 
“cleaned up” his market during the 
last three months dropped nearly 200 
dealers—and picked up the first re- 
spect he has had in years. 
eA full line of white goods that 
changed distributors recently in north- 
ern California, is now being “spotted” 
among dealers carefully selected for 
type of selling. The dealer then gets 
territory protection. 
e Closing of United Airline’s “main- 
liner club” as a discount purchasing 
operation for the thousands of em- 
ployees at UAL’s systemwide mainte- 
nance base at SF airport, was a vic- 
tory for franchised dealers and is 
expected to influence other company 
purchasing groups. 
e Three Los Angeles discounters who 
had plans for invading northern Calif., 
particularly the industrialized Oak- 
land-Alameda-San Leandro area have 
lost interest — mostly because they 
could not get guarantee of the same 
top brands which they sell in the 
southern city. 
@ Raised eyebrows that met announce- 
ments by Dallman (Philco) and Calif. 
Elec. Supply (Crosley-Bendix) of en- 
forcement plans for new national pol- 
icies for these brands have been low- 
ered and most skepticism removed as 
dealers witness effort by these inde- 
pendent distributors to work with and 
for the merchandising dealers. 
Underground Grapevines. Behind 
many of these evidences of improve- 
ment in the west coast metropolitan 
markets is the effect of an active “un- 
derground”. Particularly in northern 
California this is a line of communi- 
cation set up among merchandising 
dealers. It is “spontaneous and un- 
rehearsed”’ but every distributor knows 
how effectively it is working. For 
example, after the opening of one 
discount house, a distributor sent his 
salesmen out to remind the dealers 
that he had not put the line in this 
new off-list operation. “See how clean 
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our hands are,” said the salesmen, 
and almost every dealer replied, “Not 
through any fault of yours; you offered 
to supply that discount house if the 
owner would set up a dummy pur- 
chasing address.” How did dealers 
far and wide know what took place in 
that distributor’s private office? 

Cooperation Is Not Collusion. The 
following report from the attorney of 
the Tucson, Arizona, Appliance Mer- 
chandisers Assn., indicates how far 
dealers can go in taking an interest 
in discount activities in their particular 
market: 

QO. Is it illegal for a local group 
of dealers to agree on a set price for 
a certain piece of merchandise? 

A. You can get together with your 
local people in the same line of busi- 
ness for information on anything. 
You may find out that you are not 
charging as much as you should, al- 
though it is costing you as much to 
do business. “ 

Q. Can an association or a dealer 
gather franchised dealer names: 

A. Yes, and you can publicize them. 

QO. Can you earmark such dealer 
franchises that are known discount 
houses? 

A. Yes, and you can say anything 
you want about them. However, that 
does not mean the association can 
do it. At meetings you can exchange 
information, and as individuals you 
can say anything you please. 

QO. Can you discuss discount house 
dealers by name, bringing: forth evi- 
dence of advertising, sales tags or in- 
formation where a discount dealer 
failed to service a customer who pur- 
chases at discount? 

A. Yes, you can; you can condemn 
it, or say anything you want about it, 
as individuals. You can talk about it 
in your organization, but it cannot be 
an organization matter. 

Q. Is it illegal for a store to sell 
the same product at two prices, one 
to a walk-in customer, and another 
to a customer holding a union dis- 
count card? 

A. No, I do not think it is. I think 
a retailer, selling to the ultimate con- 
sumer, can sell at any price. End 





“| HAD TO DISPENSE WITH ae ARE COMING AND THE PLACE 
IS A MESS!” 
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HERE’S WHY... Strict quality control 
in manufacturing RCA Tubes assures 
consistent uniformity of characteristics. 
For example, careful control of transconductance, 
plate-current cutoff, and tube capacitances in 
RCA Tubes for TV [IF Circuits is your assurance of 
quick servicing without quality difficulties. 

In circuits so vital to the production of sharp pictures 
and strong signals—be sure, use RCA Tubes! 


RADIO CORPORATION of AMERICA 


® ELECTRON TUBES HARRISON. N.J. 


Your First Choice for TV circuits... dependable RCA Tubes. 
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Here is the Electric Service Co., at 205 Main Street, Stamford, Connecticut. 


Anda this is what Mr. Barrett has to say about his business: 
“We sell plenty of appliances in our store because we know 
our market— women! Housewives make the choice of brand at 
least 80% of the time. They know all the features of each 


ian Oe appliance before they come in—that's why we think advertising 
This is Mr. A. H. Barrett. owner and — 


operator of the Electric Service Co. 


Me in. & chesees een at that reaches women is essential to good sales.” 
. e forerunner of NARDA. of which he 
is currently a member. Mr. Barrett 


is also President of Stamford Appliance 
Dealers Association. 


sé 7 . ° ’ . 
She” — means the women Mr. Barrett is talking i's & inet: the Companian eamtes mare ochorn 
é linage on home appliances than any other 
about... all the young married women who come to 


women's service magazine or any weekly.* 


4 Teo — ~ on - 4 > L . ° 
YOUR store, too, with their heads full of appliance So, to increase your store traffic and clinch sales faster — 
information gleaned from advertisements and edito- sell your best customers—the readers of Woman’s Home 


rials they've read in the COMPANION. CoMPANION. *From analysis made by The Lloyd Hall Co. 


“For 4 years the Companion has devoted more editorial linage to Home Appliances than any other women’s service or weekly magazine! 


What the ("0M P\\ | | )\ says...goes! 


*The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, N. Y. — Publishers of Woman’s Home Companion, Collier’s, The American Magazine 
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wheels 
°0 round 


when they spot this label! 


Yes, wheels mesh and move in the minds of your customers when- 
ever they see the name Fiberglas* on a product. The reason for this 
is simple. People recognize Fiberglas because it is used in so many 
important products and advertised in so many important publica- 
tions. Fiberglas plays a part in timely promotions, like the Post’s 
“make it a white Christmas” plan. To most of the prospects who 
walk into your store, Fiberglas is an old friend. 

So take advantage of it. If Fiberglas is a part of your merchan- 
dise, make it a part of your sales talk too! 

Suppose your customer is interested in one of your appliances, 
but he won’t jump down from the fence and buy. That’s the time 
to point to the Fiberglas label. Tell him about the Fiberglas Insu- 
lation in the product—how Fiberglas is typical of the quality 
materials used in the product’s construction! 

Chances are whatever you say will remind your customer of a 
Fiberglas ad he’s seen in a magazine or on television within the 
past week. And chances are better that he'll buy . . . chances are 
better because Fiberglas is no stranger to him! Owens-Corning 
Fiberglas Corporation, Dept. 104-L, Toledo 1, Ohio. 


OWENS-CORNING 


-FIBERGLAS 


«+. @ name millions know as 
a good guide to a good buy! 
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Good Signs for the Year Ahead 


By the McGraw-Hill Dept. of Economics 


‘ioe business outlook as a whole is 
one of confidence—for the rest of 
this year and 1955. There is no clear 
sign of a boom. But it looks good for 
business for some time to come. 

Qne of the key indicators of busi- 
nessmen’s eonfidencé in the future is 
business’ plari§ for capitalinvestment. 
American industry has now prelimi- 
nary plans to spend about 5 percent 
less for new plants and equipment in 
1955 than in 1954. Manufacturing 
companies plan to spend $8.6 billion 
for new plants and equipment next 
yeatr—7 percent less than in 1954. In- 
dications are that capital spending by 
manufacturing companies may level 
off in 1955, ending the decline that 
started late in 1953. A majority of 
manufacturing companies now expect 
to invest as much in 1956 as in 1955, 
and about as many companies plan to 
increase capital spending in 1956 as 
plan to reduce it. 


SALES SHOULD INCREASE 


And industry is overwhelmingly op- 
timistic about the outlook for sales in 
1955. A strong majority of companies 
in almost every industry expects sales 
to increase next year. These are the 
key results of the preliminary survey of 
business’ plans for new plants and 
equipment, completed by the Mce- 
Graw-Hill Department of Economics. 

Businessmen will have the funds to 
carry out these capital spending plans. 
Although corporate profits slipped a 
bit in the third quarter this year, the 
prospects are for an upturn in the 
fourth quarter. Improved general busi- 
ness conditions promise a better out- 
look for some groups which lost 
ground in the third quarter. For ex- 
ample, steel output, which averaged 64 
percent of capacity in the third quar- 
ter, will average around 75 percent of 
capacity in the fourth quarter this 
year. Of course, earnings strongly re- 





PRINTED 
CIRCUIT 
DIV. 





flect the expiration of the excess 
profits tax at the end of last year. 


MORE HOUSES WILL GO UP 


The upturn in demand for new 
housing is another plus for confidence 
in the future. In September, the rate 
of new housing starts was up 12 per- 
cent from the low point in May of this 
year. And there is every sign that the 
increase will continue in 1955. Hous- 
ing starts are likely to reach at least 1.2 
million next year—a figure topped 
only in 1950, when builders were 
racing to beat materials restrictions. 

Housing starts have already reached 
the figure of one million regarded as 
optimistic in early forecasts for 1954. 
Final returns will put the total for this 
year well over 1.1 million—second 
only to the record 1,396,000 attained 
in 1950. This healthy showing of 
homebuilding has been responsible for 
bolstering the demand not only for 
building materials but also for the ac 
cessories that go with new houses, such 
as appliances. Demand in these fields 
promises to be strong in the months 
ahead. 

And total new construction for 1954 
is expected to be ahead of last year. 
Indications are that total new con- 
struction will reach $37 billion this 
year, compared with $35.3 billion in 
1953. 

MORE CREDIT BUYING 


And there are signs of confidence 
on the part of the consumer, too. For 
the sixth consecutive month, there 
was an increase in consumer install- 
ment credit in September. Total con 
sumer installment credit rose to $21.3 
billion in September—an increase of 
$30 million above the previous month. 
Total consumer credit outstanding, 
which includes single payments and 
charge accounts in addition to install- 

(Continued on page 34 
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Now 
CBS-Columbia 
gives you Sweep Tuning* 

in a 21-inch Console 


for only *199.95 






















LEW" st 
T'V idea 


SUILCE 


color 









A few weeks ago we introduced a TV table model with an entirely new method of tuning— 

CBS-Columbia Sweep Tuning—the quickest, easiest, most sight-saving station selector 

ever built. This improvement was so warmly welcomed by the public that we now give you 
Sweep Tuning in a superb new 21-inch CBS-Columbia console. Here’s a set that’s brimful of 

new selling ideas. It is modern in styling. That wonderfully fresh and graceful cabinet 

is designed by Paul McCobb, one of America’s leading contemporary furniture designers. 

And this set is modern in engineering. It has Sweep Tuning. It has the new CBS-Columbia 
vertical chassis for big, brilliant, needle-sharp pictures and rich, natural sound. 
“> With this set you can promise the world—and deliver. And to top everything, this all-new 
21-inch CBS-Columbia console with Sweep Tuning has the best looking, 
best sounding price in all TV—only $199.95 list ... 


CBS-COLUMBIA —A Division of the Columbia Broadcasting System 
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INTERNATIONAL HARVESTER 


Refrigerators - Freezers + Air Conditioners 
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+ Footer 


FITS IN THE SPAGE OF AN 8! 
( And sells for the price of a 10! ) 





A BIG REFRIGERATOR 
for an eager market 


How many times have you had customers ask for a bigger, 
bigger, bigger refrigerator? Their families are growing .. . 
appetites are growing . . . they need more and more food 
space. 

Yet many of them have small homes, already crowded 
kitchens, and limited budgets. 

Now International Harvester introduces a truly big re- 
frigerator that fits small kitchens. Your customers can own 
this new IH 12-footer without crowding, rearranging, or 
expanding the kitchen . . . and at the price of a 10! 

Only IH packs so much value into such a small area. A big 
full-width freezer—holds 65 pounds. A giant meat drawer. 
A big, deep crisper. Seven and a half shelves more on the 
Super Pantry-Dor—with special compartments for special 
foods. So much to talk about — push-button automatic de- 
frosting, automatic all-weather temperature control, fastest 
ice cube freezing, and that famous decorator feature which 
no other can offer or imitate. 

Never before have you been able to offer so much food 
space to small-home owners. The IH A-120-D is truly the 
new refrigerator leader .. . 


Fullest Coverage with Shorter Line 


Just six new refrigerators cover 
98% of the market— making IH 
the leading coverage line although 
it’s the short line. Less stock, 
lower investments, simplified in- 
@) ventory — yet the right size and 
price range for all your customers. 
Free floor plan, wholesale and re- 
tail financing, guaranteed price 
protection— everything you need 
to make this year your fast and 
profitable year for IH refriger- 
| ators. Call the nearest IH distrib- 
i utor or district office now. 





ELECTRICAL MERCHANDISING—DECEMBER, 





1954 














Refrigeration 
Merchandiser 


International Harvester Company 
180 N. Michigan Ave., Chicago 1, Illinois 








New Flavor- 


Four new chest models offer 
greatest freezer value for the 


money. 

Two new uprights give more 
food space in minimum floor 
space. 

The six together make this 
the full line, the fast line, the 
world’s leading line in home 
freezers. 


Saver Freezers 


International Harvester covers the 
freezer market, too, with only six 
models—and sells the market with 
the most persuasive story in freezer 
history. 

Only IH can promise that: the fla- 
vor you put in is the flavor you take 
out because only IH maintains food 
temperature within a single degree 
or two — any place in the freezer, 
any time of the year. 





New ‘‘No-Draft’’ Air Conditioners 











Dealers everywhere are excited about 
new IH air conditioners—All-Seasons 
models that heat as well as cool—econ- 
omy models that cool more air,and dry 
more air, at lowest possible cost—a 
complete line of fast-moving models 
that constantly pull traffic and sales. 
The outstanding line, too, because 
International Harvester offers “No- 
Draft’? Cooling. Pre-season terms and 
sales-producing promotions — starting 
now to make IH air conditioners an 
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easy-to-handle volume item. 





New Television Merchandising 


Ronald Colman is the popular star of the International Harvester TV 
show, “The Halls of Ivy.” Benita Hume, his real-life wife, co-stars in one 
of television’s most successful programs. Telecast over 77 of the nation’s 





leading CBS-TV and affiliated stations 
—to over 25,000,000 homes in their 
area—selling refrigerators, freezers 
and air conditioners as no other pro- 
gram has ever done. See “The Halls 
of Ivy” this week —see how you can 
tie in. 

Complete Refrigeration Sales Kit Avail- 
able Now. Display, direct mail, retail 
advertising material—including a huge 
11l-ad merchandising guide — free of 
charge from your IH distributor or 
district office. 
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NOW AVAILABLE IN FOUR 
GLORIOUS COLORS! 


TIO 88 
Far superior construc- 
tion. Rugged, foolproof 


—easily installed. 
Parasitic elements sup- 
ported by TRIO'’s revo- 
lutionary new ‘'Insta- 
Lok’ clamps. Low chan- 
nel dipoles supported » 
by the strongest conical 
head made. No vibra- 
tion — No element ~<a] 
shedding. Completely 
pre-assembled. Avail- 
able in single or two 
bay models. 









Yew TRIO ARISTOCRAT ROTATOR 






Three dipoles pro- 
vide exceptionally high 
gain onall VHF chan- 
nels. Exclusive TRIO / 
grid reflector gives im- 
proved performance 
Extremely rugged yet 
lightweight. Pre-assem- 
bled — simply unfold 
and tighten reflector 
and dipole assemblies. 
Three vertical braces 
on reflector screen for 
increased strength. 
Available in single or 
two bay models. 


Copyright 1954 


by 
Trio Manufacturing 
Co. 


Ask To See America’s Most Dependable And Beautiful Rotator: 


i 
ss, 











50 Series 





Soader tn clntenna DLereloppment 
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The New TRIO I 


“ARISTOCRAT” 


100 Series 
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Better farming makes him 
a better customer for you! 


Top farmers produce twice as much per acre, twice 
as much per man, as average farmers—and they buy 
twice as much to live twice as well. 


Our job is to keep top farmers abreast of the best Sta rt Ng in Ja n ua ry- 


—and to help more farmers become top farmers. 


That makes more top customers for you. For what Cou ntry Ge ntle man iS 


you sell—electrical products—is needed to achieve 
better farming and better farm living. 


Better farming and better farm living on more cha nging its na me to 


farms . . . more sales to more prosperous farmers— 


coum, Detter Farming 
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You can Judge 


NICHROME™ 


m by the manufacturers 
° 5 Who use it! 


O Ay 


Universal’s “Coffeematic’”’ Percolators, 
their “Stewardess” Travel Iron, 
Automatic Toaster, Cook-a-matic, 
Waffle Iron. 





Every “Universal” appliance, by Landers, 
Frary & Clark, offers you “extra” sales features. 
A traveling iron, for instance, that weighs but 
28 oz., yet irons steam or dry. A toaster that 
gives both light toast and dark simultaneously. 
A percolator that signals when coffee is done, 
then keeps it hot. 


In addition to these individual advantages, 
there’s one big “extra” all “Universal” appli- 
ances have. All their heating elements are 
made of those superb heater alloys, Nichrome 
V and Nichrome. Let the Landers, Frary & 
Clark engineers tell you why: 
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“We use Nichrome V and Nichrome,” they 
state, ‘because of the manufacturer’s ability to 
maintain the wire within the required specifi- 
cations, and because of the long life and 
trouble-free service these alloys give.” 


That’s the kind of performance, Mr. Dealer, 
that makes good friends not only for Universal 
but for the dealer who sells these appliances. 
It will pay you well to insist that all the elec- 
trical appliances you sell have heating elements 
of Nichrome. When you say “heated with 
Nichrome”’, you win quick consumer accept- 
ance—sell more customers and keep them sold. 
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Economic Currents 
————————CONTINUED FROM PAGE 28 


ment credit, was $28 billion at the end 
of September. This was $82 million 
above August and $35 million above 
a year ago. 

Consumer installment credit de 
clined the first three months of this 
year and then started to rise. From 
April through September, installment 
credit increased roughly $440 million. 
Although this is a small increase com 
pared to the $2 billion rise for the 
same period a year ago, it shows that 
the consumer is still willing to go into 
debt to buy appliances and other 
goods. Heavy on-the-cuff buying helps 
industry sales of refrigerators and other 
appliances that are dependent on 
credit sales for a large volume of their 
business. 


INCOME ON THE UPTURN 


Personal income has been on the 
upturn, too. In September, the an 
nual rate of personal income was 
$287.5 billion—less than one percent 
below the record high of $288.5 bil- 
lion reached back in July last year. It 
was one percent above April—the low 
est month this year. Although taxes 
and rising prices have taken a large 
portion of the amount the consumer 
has left to spend, personal income has 
kept ahead. The September annual 
rate was 294 percent above the 1939 
level. And, if you take the amount of 
taxes into account, disposable income, 

| what's left after taxes, will be close to 
| $2 billion more than the all-time high 
| of 1953. 


MORE SPENDING MEANS BOOM 


A major pickup in consumer spend- 
ing would be all that is needed to en 
sure a full-scale resumption of growth 
in the economy. If the lure of Christ- 
mas wares is sufficient and shoppers 
really clean out the stores, the result 
will be not only a higher consumer 
spending total but new pressure on 
merchants—particularly in the soft 
goods field—to rebuild their inven 
tories. And manufacturers of con 
sumer goods might be induced to 
spend more on plant and equipment. 

More people will have the money to 
spend if the employment picture con 
tinues to get brighter. Unemployment 
in October was 2.74 million. This was 
a drop of 358,000 from the 3.1 million 
of September—the biggest decline in 
34 years. And it was almost a million 
less than the peak unemployment pe 
riod of February and March of this 
year. The total number employed in 
October was 62.14 million—202,000 
less than a year ago, because members 
of the labor force have been dropping 
out as housewives and older people de- 
cided to stay home. 

Undoubtedly, the unemployment 
picture is brighter. But it is worth re 
membering that the figures merely 
show trends, because these figures do 
not take into account the number who 
are laid off or working shorter hours 

Although ther, \s' no evidence of a 
new boom in general business, the 
indieations are that both the business 
| man and the consumer have confi- 
| dence that 1955 can be a pretty good 

year. End 
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Portable “Suds Saver” available for all models 
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sometimes 
certain things 
are hard to see! 


For example, the superiority of the 
Speed Queen automatic washer. 


It is true that the Speed Queen automatic 

was late in getting on the market. But the extra 
years of exhaustive engineering that have 
gone into it are now paying off handsomely in 
plus washability . . . plus dependability . . . 
plus net dealer earnings! 


We know that you don’t accept these claims 
blindly. But there’s plenty of evidence to back 
them up. Your Speed Queen district manager can 
supply this evidence. Why don’t you call him in? 
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Hé Bigger... Hs Beryer... | ¢ 
_ Westinghouse | 
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SEE YOUR 
DISTRIBUTOR 
SALESMAN 


now! 
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Voth Up tor Extra Profits 
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RETAILERS ONLY 















































AND.«-the 1955 Westinghouse Fans are going to SFLL-GFLL- SELLS 














* NEW MODELS x A REALLY COMPLETE LINE patch F 
x NEW ACCESSORIES % MORE VERSATILE THAN EVER 107 ther 
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Westingh ouse 
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America’s 
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can sell television 
at a PROFIT! 


New impartial survey shows 


the highest BRAND PREFERENCE 


ever recorded for any manufacturer’s 


brand...from any dealers selling 


multiple lines... goes to Magnavox 


almost 9 to ;. 


This survey was made last August among retailers selling several brands, including 
Magnavox, by one of the leading trade publications. Read the startling answers to the 


questions asked dealers: 


1. Please list the brand of TV sets you prefer to 
sell? 84.76 per cent Magnavox. 


bo 


. Please list the brands of HI-FI consoles you 
prefer to sell? 95.16 per cent Magnavox. 


w 


3. Which manufacturer has the best dealer policy? 
90.73 per cent Magnavox. 


4. Which manufacturer gives best profit margin? 
92 per cent Magnavox. 


5. Which manufacturer is most fair in dealer 
relations? 84.39 per cent Magnavox. 


Magnavox is the only factory fair traded line—there 
is no price cutting—no discount selling. 











The Magnavox Company « 


Ge 


Fort Wayne 4, Indiana =s 
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The Magnavox TV and High-Fidelity line is the 
hottest in the industry! Has more performance and 
appearance value per dollar than any other line. 

Magnavox offers dealers the largest margins in 
the industry plus INVENTORY PRICE GUARANTEES 
THAT PROTECT THEIR PROFIT. 

Dealer statistics show Magnavox TV and Radio- 
Phonographs require less service than other brands 
—are more dependable before and after they are 
sold. 

The 1954-55 Magnavox line is the most compre- 
hensive in the industry. It offers selections in every 
important bracket — Price —Tube Size—Style .. . 
from $149.50 to $595.00 . . . from 17” to 27” tubes 


1954 





... from smartly styled contemporary to 18th Cen- 
tury Traditional and authentic Provincial. Hi-Fi 
phonographs and radio-phonographs from $99.50 
to $595.00 — not just a few models but a complete 
merchandisable line. 

Magnavox is the easiest sell-up line. Magnavox 
dealers show higher average sales per unit. 

Magnavox is proving that a good profit can be 
made in the TV-Radio- Phonograph business for 
those dealers who are willing to adhere to sound, 
ethical merchandising policies. 


Magnavox popularity is demonstrated by the fact 
that our entire production is sold out for the re- 
mainder of the year. 

However, there are a few areas in which additional 
dealers will be awarded this profitable Magnavox 
franchise to give us adequate representation. Appli- 
cations are being accepted now for action after 
January 1, 1955. 


Pioneers of finest High-Fidelity Television and Radio-Phonographs 
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Exhibitors 


and more products than ever before 


22nd NATIONAL 





HOUSEWARES EXHIBIT 
January 13-20, 1955 


(EXHIBIT NOT OPEN SUNDAY, JAN. 16) 





EEPING a step ahead of the rapidly expand- 

ing housewares industry is the “big job” of 

the NHMA. For the Chicago 1955 Exhibit 
we have acquired the Drill Hall plus Navy Pier 
to enable us to accommodate many additional 
exhibitors and to give you — the Buyer — the 
biggest PLUS in the industry’s history. There will 
be more exhibitors and more products than ever 
before. All the manufacturers’ top executives will 
we on hand to discuss problems of mutual interest. 


It will be a National Exhibit in scope as well as 
in character — from the standpoint of both Buyers 


and Manufacturers. In no other way, and at no 
other place, will you see so much new merchandise 
and get so much business information in so 
short a time. 


The Drill Hall is located across the street from 
Navy Pier. Buyers are urged to take advantage of 
this plus in exhibitors and products by visiting all 
displays in both halls. It could mean a plus for your 
business in the competitive year ahead. 


There is No Substitute 
tot the National Housewares Exhibit 





NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 
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1140 Merchandise Mart, Chicago 54, Illinois 
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SUPER DELUXE MODEL 2047 


LOADED WITH EXCLUSIVE SELLING FEATURES! 


ELECTRICALLY REVERSIBLE 
Push “IN” button to bring in 
fresh outside air, “OUT” button 
reverses fan to remove stale in- 
door air, MOUNTING PANEL is 
extra accessory. Adjusts to win- 
dow openings from 29” to 38”. 





SAFETY-GUARDED. Finger proof 
gvards back and front for com- 
plete protection. Guards snap 
out for easy cleaning. 





PUSH - BUTTON CONTRO for 
direction of air flow ond 3 differ- 
ent fan speeds. Modern, easy... 
show it and it sells! 








COMPLETE PORTABILITY. Fan 
lifts from window mounting panel 
for cartying from room to room. 
Strep type molded rubber han- 
die and soft rubber feet. 








Model 2069 





at the Chicago Housewares Show in Janvary. 
See the complete Fasco line of portable, 
oscillating and floor fans. 





Model 2046 Floor stand for 
portable models 
V/siT BOOTHS 229-23! 
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Model 1246, 1746 
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‘Electrically Reversible. 


fe) o) 3 Be fel 4 

























with PUSH*‘BUTTON OPERATION 


Once again Fasco points the way to BIG FAN PROFITS! 
Leading off with the sensational new 2047 that reverses air flow 
at the touch of a button, Fasco brings you model after model 
with exclusive, wanted features that sell on sight. The 2046, 
price leader in 20” size, and the Model 2069, with adjustable 
floor stand, both have 3-speed, push-button operation, rigid 
safety guards and are manually reversible. 

Models 1246 and 1746, in 12” and 17” sizes, manually revers- 
ible, have 3-speed operation and twin safety guards. All models 
can be used in windows with mounting panel or bar accessory. 


@ 


Window panel Model 124 Model 167 
for portable fans 








Model 169 
1212 Augusta Street 


Rochester 2, N. Y. 
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+" Guaranteed by @ 
Good Housekeeping 
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REMEMBER .. . IT'S MORE PROFITABLE 10 
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profitable tip.. 









|.) WHEN he COMES 


IN TO BUY her A 
CHRISTMAS PRESENT 


Whinkpoot 


the ONLY automatic washer with 


SUDS-MISER eee the BUILT-IN 


suds-saving system 





WHIRLPOOL CORPORATION, St. Joseph, Michigan 
Clyde, Ohio e LaP Indi 


IN CANADA: John Inglis Co., Limited, Toronto, Ontario 
THE WORLD’S LARGEST MANUFACTURER OF WASHERS, DRYERS AND IRONERS 


Make it a 
WHITE 


Christmas 


ELECTRICAL? MERCHANDISING OCC EMUOR:« F908 7 SE I Se ne eS 


KITCHENS 


eres Ce@eaeoeeusge~eseeeorTeoervwnpes 22a 6 6 6:8 


MAIL THIS COUPON TODAY 


Tracy Kitchens Division, Dept. EM 
Edgewater Steel Corporation 
P. O. Box 1137, Pittsburgh 30, Pennsylvania 


Please send immediately more information on 
Pic-A-Dor and the other big things coming from 
Tracy. We are: distributors dealers 

NAME 

STORE 

ADDRESS 

CciTy ZONE STATE 


ae + ee oa fie + ee 6 6 6 & eS & &. 6 6 6 6 6 'O Se O.6 


get going with the BIG things coming from.Tracy! 
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be the ladies’ man of ’55 
sell TRACY 





Pl CA: DO R cabinets 


color and steel get together 
in exciting new kitchen cabinets 


Just offer this to any woman — kitchen cabinets of steel with sliding 
doors of any material or any color she chooses. My, how she’ll buy! 
That’s your sales story with Tracy Pic-A-Dor cabinets — the sensa- 
tional new cabinets that combine unlimited decorating’ possibilities 
with the lasting appeal of steel! 


satisfy any taste in kitchens with one line and less stock ! 


Pic-A-Dor’s sliding cabinet doors can be made from any material 
your customers prefer. Glass and peg board will be available for imme- 
diate delivery from Tracy. Or, customers can order other materials 
from building supply houses and do it themselves: birch. . . knotty 
pine . . . colored plastics . . . plywood . . . the choice is endless. YOU 
stock nothing but the basic cabinets and handy display samples of 
door materials. YOUR INVENTORY COULDN’T BE SIMPLER! 


perfect partner to Tracy stainless steel sinks ! 


What a package for you to sell! Complete Tracy Kitchens planned 
around high-profit Tracy Stainless Steel Sinks and Pic-A-Dor cabinets. 
Act now! Boost your kitchen sales in ’55 with the new Tracy line. 


See Pic-A-Dor at the market: Suite 1142, Merchandise Mart 





























THE MOST IMPORTANT 









IN YOUR BUSINESS... 








is a satisfied customer! That’s why it is important to use the best 


electric appliance motor you can find...a Packard Electric Motor. 


For, when you standardize on motors carrying the world-famous 
Packard Electric name, you are taking the sure way to customer 
satisfaction. Appliance manufacturers who have been Packard 
customers for many years know this to be true. ‘They know, too, 
there is no substitute for 37 years of motor-building experience. 





Packard Electric Division 


GENERAL 
MOTORS “7 
A COMPLETE LINE OF 


RUGGED FRACTIONAL HORSEPOWER APPLIANCE MOTORS 


General Motors Corporation 
Warren, Ohio 







REG. U.S PAT OFF 
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DEALERS WHO’VE 
SEEN IT AGREE 


CROSLEY 
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SELLING il 59,000,000 Sales Messages in 3-day Kick-off Campaign! 


you RIGHT HON” : 









And this is only a starter! Just a 
3-day impact campaign on 
Nov. 24, 25 and 26! You can bet 
that Crosley won't be holding back 
any ammunition in promoting the 
Duo Shelvador—the finest freezer- 
refrigerator ever built! 


mn Three full-color pages in 
LIFE .. . three full-color 
pages in COLLIER’S ... Daytime TV 
commercials on the sales-making 
NBC Home Show with Arlene Francis 
. .» Nighttime TV commercials on CBS’ 
“Douglas Edwards with the News.” 


“Douglas Edwards 
with the News” 
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DUO SHELVADOR 


FREEZER-REFRIGERATOR BOTH-IN-ONE 


topo Chet al, 


Here’s the best in refrigerators for 55! The completely 
new Crosley Duo Shelvador freezer-refrigerator both- 
in-one that makes all other refrigerators obsolete! 

For here’s the refrigerator that really can back up 
all the claims made for it! The exterior styling is truly 
. truly eye-catching—but wait till you see 
the wonderful features inside! 

Note the fresh-food compartment at the top—at the 


beautiful . . 


with the fresh-food compartment raised to the convenience level! 





convenience level! Roll-out shelves and crisper are right 
at your finger tips, right where you can best demon- 
strate them. And the freezer—it’s at the bottom. . . for 
greater efficiency, greater capacity! Like the rest of the 
refrigerator, it has completely automatic defrosting. No 
“messy water to empty—ever! 

No doubt about it, the Duo Shelvador is designed to 
make 1955 the best Crosley refrigerator year by far! 






























REASONS GALORE 
WHY YOU GET MORE WITH CROSLEY DUO SHELVADOR 


Cold drinks right through the 
door with the exclusive Crosley 
Automatic Beverage Server 





Roll-out crisper at 
your finger tips 





“gS 














Roll-out shelves at the 
convenience level 


Exclusive Zero Locker—a roll-out freezer that holds 130 pounds of frozen 
foods—defrosts itself automatically! Divided into two sections—one for every- 
day use; one for long-term frozen storage. Both sections roll out for extra con- 
venience. And, best of all, this giant freezer locker has completely automatic 
defrosting. It defrosts itself every night, disposes of frost water automatically! 








For full information call your Crosley Distributor or 
write to: Dept. EM-124 Crosley Division, Avco Mfg. 
Corp., 1329 Arlington St., Cincinnati 25, Ohio. 


CROSLEY =: BENDIX 


HOME APPLIANCES DIVISIONS ( /JVCO \ (AVCO» CINCINNATI 25,OHIO 


A. comscnarion ff 
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The way LIFE sells appliances ... sells appliance men on LIFE! 


Samuel Roskin, president of Roskin Dis- 
tributors, Inc. of West Hartford, Conn., is 
one of the best known and most successful 
appliance men in New England. Asa long- 
time advocate of LIFE advertising, he has 
this to say: 

‘*We in the appliance business are most ap- 
preciative of the terrific selling impact LIFE 
has on its readers. 


‘*The people at Roskins are well aware of 





9 Rockefeller Plaza, New York 20, N. Y. 
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LIFE’s impact here in Hartford. Our sales- 
men and dealers know that LIFE is a strong 
factor in pre-selling customers. We urge our 
accounts to capitalize on this influence by 
tieing in with LIFE at point of sale. 


‘¢The phrase ‘ADVERTISED-IN-LIFE’ has 


become one of our most powerful sales tools. 


It means consumer acceptance of, and con- 
sumer confidence in, the merchandise we sell. 


¢¢ As one of Philco’s oldest distributors, I am 
happy to see that so many of Philco’s ad- 
vertising dollars go into LIFE, and that so 
many of the other fine brands we handle are 
also advertised in LIFE.” 






EVERY ISSUE OF LIFE REACHES 11,880,000 HOUSEHOLDS IN THE U. S.* 


First in magazine circulation 
First with appliance advertisers 
First with appliance dealers and distributors 


*From A Study of the Household Accumulative Audience of LIFE (1952), by Alfred Politz Research, Tac 
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Built-In Thrust Bearing—3200: 1 Reduction Gear Train—Dynamic Braking! 


/ PIANO KEYBOARD TUNING! 
“ Finger-tip control tuning. F 


7 anterina ¢ tion indicate 
lf Magnificently 


Especially designed for fidelity reception of sharply directional 
color transmission. The JFD Roto King is the first ever engineered to 
overcome shortcomings of conventional rotator design which seriously 

affect the accuracy of antenna position and indication: 

ambiguity (error) and voltage fluctuation. The result ‘is 


stop-watch tuning of antenna for fidelity reception of critically 
| 
B | 
A: | 
oo. 
(oe 
‘ oe " 
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STOP WATCH TUNING ACCURACY! 


directional VHF, UHF and color signals especially. 
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CARTRIDGE SERVICING! IN EITHER DIRECTION 
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JFD MANUFACTURING CO., INC., BROOKLYN 4, NEW YORK 
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Model RT 100-M Mahogany $44.95 List 
Model RT 100-IV Ivory $44.95 List 
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A MESSAGE TO AMERICAN 


INDUSTRY *- ONE OF A SERIES 


Capital Spending Plans for 1955... 


Here is Good News 
About Business Prospects 


Bn 1955, American industry is now planning 
to spend within 5 per cent of the amount it is 
spending this year on new plant and equipment. 
This is the tensely awaited result of a check-up 
just completed by the McGraw-Hill Department 
of Economics. 

Hundreds of companies, by far the 
largest number in the eight-year history of 
these McGraw-Hill surveys, cooperated in 
the check-up. Combined, they represent 29 
per cent of all industrial employment and 
over 60 per cent of employment in the in- 
dustries where capital investment is high- 


est. Such a broad cross section constitutes 


PLANS FOR CAPITAL INVESTMENT 





MILLIONS OF DOLLARS 





Percent 
age Change 
1953 1954 1955 1954- 
ACTUAL* ESTIMATED* PLANNED 1955 
Ali Manufacturing $10,026 $ 9,249 $ 8,598 —7% 
Petroleum Industry 4,600 4,875 4,920 +1 
Mining 506 380 311 —18 
Railroads 1,312 851 769 —10 
Other Transportation 
and Communications 2,954 2,922 2,640 —10 
Electric and Gas 
Utilities 4,548 4,274 4,206 —2 
ALL INDUSTRY 23,271 21,784 20,727 —5 





*United States Department of Commerce; Chase National Bank; 
McGraw-Hill Department of Economics 


tPetroleum refining, included under both “All Manufacturing” and 
“Petroleum Industry,” is included only once in the total 


a reliable gauge of the plans of industry as 

a whole. 

What is the meaning of these plans, detailed 
by the table below, for capital investment next 
year? Is it good or bad news, so far as it con- 
cerns the prospect of continuing prosperity? It 
is to this crucial question that this editorial is 
addressed. 


Key to Prosperity 


It is not only good but very important 
business news that American industry 
plans to spend in 1955 almost as much for 
new plant and equipment as it is spending 
this year. The reason it is important is that a 
high level of activity in the capital goods in- 
dustries is universally recognized as a particu- 
larly potent ingredient of prosperity for the 
nation as a whole. A dollar spent for capital 
goods is-gpent again and again for wages and 
materialy Its stimulating effects, called by econ- 
omists multiplying effects, move through the 
economy in much the same way that a pebble 
tossed into a pond creates a widening circle of 
ripples. This is one reason why there is such in- 
tense business interest in the surveys of plans 
for capital investment. 

Here are the principal reasons why the results 
of the McGraw-Hill survey are a good omen for 


continuing prosperity: 
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1. American industry is demonstrating 
that it does not need the stimulus of war- 
created shortages, or a rearmament boom, 
in order to maintain a very high level of 
capital investment. 

The slight decrease now planned for 
1955 will still maintain a level only about 
11 percent below the all-time peak at- 
tained in 1953 under the stimulus of a de- 
fense expansion boom. 

2. Capital investment promises not 
merely to stabilize at a high level, but ac- 
tually to increase as 1955 goes on and thus 
give renewed stimulus to business. 

The level of investment now planned for 
1955 by industry — manufacturing, petro- 
leum, mining, transportation, communica- 
tions and utilities — is within 5 per cent of 
1954. Contract awards for commercial 
construction — stores, office buildings, 
warehouses and other service establish- 
ments —as compiled by the McGraw-Hill 
publication ENGINEERING News-Recorp, 
indicate a substantial increase in 1955. 
Thus total capital expenditures by all bus- 
iness may be very close to this year’s total. 

Actually, in the fourth quarter of 1954, 
business capital expenditures, as reported 
to the U.S. Department of Commerce, are 
down about 2.5 per cent from the average 
for the year as a whole. So there is a good 
chance that during 1955 the annual rate of 
capital investment will rise above this 
present level. 


Effect of Tax Changes 


The plans reported by the McGraw-Hill sur- 
vey are preliminary plans, reported at the be- 
ginning of the period of business budgeting for 
1955. As budgets are completed, new projects 
may bring the total expenditure that is planned 
even closer to this year’s figure and thus make 


an even greater contribution to continuing pros- 


perity. 
But it also cannot be too strongly emphasized 





that these are plans; they are not accomplished 
investments. As such they have the vulnerabil- 
ity to changed conditions that characterize any 
plans. 

There is some indication in the results of the 
McGraw-Hill check-up that one change in con- 
ditions recently made by the United States gov- 
ernment has had an important stimulating effect 
on plans for business investment next year. It is 
a liberalization of the allowances for deprecia- 
tion. Apparently encouraged by this provision, 
most of the smaller companies are planning to 
maintain or increase their purchases of new 
equipment next year, whereas during the past 
three years their expenditures have been declin- 
ing. This is obviously a development that 
strengthens our economy. 

A government insensitive to the key impor- 
tance of capital investment by business, both in 
providing prosperity and in raising our stand- 
ard of living, might easily destroy the present 
plans. One of the easiest and surest means to do 
this is excessive taxation of business profits 
which are the key ingredient of business invest- 
ment. Whether the extraordinarily constructive 
program recently enacted by the federal gov- 
ernment in the field of business taxation can be 
sustained remains to be seen. If it can be sus- 
tained, the remarkably cheering plans of 
business for capital investment in 1955 
ean readily become firm foundations for a 
continuing prosperity. 





This message is one of a series prepared by the 
McGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
of important nationwide developments that are 
of particular concern to the business and pro- 
fessional community served by our industrial 
and technical publications. 

Permission is freely extended to newspapers, 
groups or individuals to quote or reprint all or 
parts of the text. 


RouctdA Mel aw 


PRESIDENT 


McGRAW-HILL PUBLISHING COMPANY, INC. 
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“..Provides immediate f 





financing for retailer 
and wholesaler” 


soys MR. W. E. BRENNAN, President 
of Brennan Appliance Distributors, Inc., 
Admiral, Whirlpool and Duo-Therm dis- 
tributors with headquarters in Detroit, Mich. 
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OMMERCIAL CREDIT PLAN 
4makes it possible for the retailer to 
do business from a full wagon. He can 


satisfied customers. We’ ve been working 
with COMMERCIAL CrepiT for fifteen of 
the twenty-five years we’ve been in busi- 


maintain adequate inventories without 
serious shrinkage of his working capital. 
The automatic insurance coverage, the 
life insurance feature and COMMERCIAL 
CREpIT’s fast credit action are important 
extras that help the dealers get and keep 


COMMERCIAL CREDIT DEALERS - 


Appliance dealers and distributors have learned, through experience 


ness. They're a favorite here and with 
our dealers, too. We particularly like the 
close contact with COMMERCIAL CREDIT 
personnel and the flexibility of the 
service they render.” 


iRE Successful pearers 


that 


they can look to CommerciAL Crepit PLAN for financing that’s flexible, de- 


pendable and complete. 


Ask your distributor for a copy of our booklet 


“More Profits with Sound Financing.” Or call your nearest COMMERCIAL 


CREDIT office. 
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COMMERCIAL 
CREDIT 


CORPORATION 


A service offered through subsidiaries of 
Commercial Credit Company, Baltimore... 
Capital and Surplus over $150,000,000 
. . » Offices in principal cities of the United 
States and Canada. 
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IT’S ALL A PLAN FOR... 


Survival in Today's Market 


By TED WEBER, Jr. 


L, BARRET'T, owner of the Elec- 

A tric Service Co. in Stamford, 

Conn., does business in one of 

the country’s most price-conscious mar- 
kets. 

What makes Barrett’s story unique 
is that despite this local price-cutting 
he is behaving like the almost legend- 

“old-fashioned specialty dealer”. 
He gets what he calls “full profit” from 
every sale; he concentrates on building 
business through his service depart 
ment; he plays a leading role in com 
munity affairs; and he and his two 
salesmen close 80 percent of their 
leads. 

lo make Barrett’s story even more 
unusual he has done this by slashing 
his sales force, by closing one store, 
and by readily accepting the fact that 
he isn’t the town’s biggest dealer in 
point of volume. 

But to compensate for this he’s 
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making money and his two salesmen 
are earning an average of $150 per 
week; Barrett’s overall gross (sales plus 
service) has risen sharply; and his cost 
of doing business has gone down. 

To achieve these results Barrett has 
concentrated on nationally-branded, 
profitable lines on which he can get 
an exclusive franchise; he and his sales- 
men have become experts at “‘switch- 
ing” customers to these profitable 
brands; and Barrett has adopted a 
hard-boiled buying attitude which 
makes it possible for him to make 
money. 

But to understand fully how he does 
all this you must first understand Bar- 
rett, his market, and his techniques. 


The MARKET 


Stamford is a pleasant town of 75,- 
000 people about 35 miles outside of 
New York City. 


It’s one of the country’s most pros- 
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perous markets with a healthy com- 
muter population complementing 
heavy industrial employment. 

But it is also one of the worst cut- 
price markets in the country. New 
York City discount houses and their 
suburban counterparts in nearby West- 
chester County are fighting it out with 
Stamford’s own discount houses for 
the price-conscious customer's dollar. 
In addition, many of the residents who 
commute are well enough connected 
to get the appliances they want from 
a “friend” at “a price”. And many 
Stamfordites employed in local indus- 
trv are able to buy through purchasing 
agents or employee clubs. The fact 
that Stamford residents can avoid the 
Connecticut sales tax by slipping over 
the state line to buy in New York only 
compounds the local merchant’s woes. 

In the face of competition like this 
local appliance dealers have responded 
in a number of ways. Some are fight- 
ing “fire with fire’, either openly or 


market. 


with under the counter price-shaving 
to save a sale. Some are studying the 
discount operations just over the New 
York border with an eye toward doing 
the same thing in their own business. 
Some have gone out of business. And 
some, with varying degrees of success, 
have tried to adapt the old techniques 
of the specialty dealer to today’s cut 
throat market-place. Barrett is among 
these dealers and his moves so far have 
proven to be effective—and, more to 
the point, profitable. 


The DEALER 


Barrett opened Electric Service in 
1930 after long experience in sales 
management and training for Singer 


and other manufacturers. After the 
war—and up through the middle 
of 1952—Barrett tried to run what 
amounted to a pre-war business. ‘That 
means a big sales crew, cold canvassing, 
a lot of outside selling—in short, all 


MORE 
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BUYING RIGHT: Barrett concentrates only on the lines on which he can get an 
adequate margin, bargains hard for the most favorable prices from his distributor 


(above), and buys only what he needs and knows he can sell 


is available he will buy in quantity. 


But when a “’special”’ 


SURVIVAL IN TODAY’S MARKET (continued) 


the techniques which the industry had 
developed during it’s pioneering stages. 
He also lashed out at what he thought 
were malpractices within the trade, 
first as an early member of NARDA, 
then as the moving spirit behind the 
Stamford Appliance Dealers Assn. 
which gained national attention with 
its “Hello Fellow Fall Guy” ads in 
trade magazines. (Electrical Merchan- 
dising, April, "52, page 210.) 

But by mid-1952 Barrett had come 
to the conclusion that he must recon- 
sider his position. He realizes that the 
techniques he had been using (par- 
ticularly the big sales force and the ex- 
tensive outside selling) were not work- 
ing as they did pre-war. Then, extra 
volume meant additional profits. But 
in the price-conscious post-war period 
the cost of maintaining an operation 
like this did not produce an adequate 
return on the sales dollar. 

Barrett, an extremely thorough- 
going individual, analyzed all the pos- 
sibilities open to him—including going 
discount himself. His final decision: 
tailor his pre-war techniques to a post 
war market. 

That decision was made over two 
years ago. By the end of this year Bar- 
ret’s overall business (sales plus serv- 
ice) will have increased 17 percent 
while sales alone will have jumped bet- 
ter than 10 percent. Here’s how he 
did it. 


The TECHNIQUE 


Basically, Barrett’s new approach has 
two phases: 

1) find out where the profit is 

2) push these products aggressively 
and efficiently. 

But neither of these points is quite 
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as simple as that. Take the problem 
of finding out where your profit lies. 

Many factors must be considered 
in finding an answer. An adequate 
margin and exclusive franchise are 
among the most important. But they 
are merely initial steps. Even after he 
is handling a line on an exclusive basis 
Barrett continues to buy close to the 
vest and to drive a hard bargain. He 
demands the best price sheet a dis- 
tributor can offer and he also demands 
the advertising allowances he knows 
exist in the trade today. He buys only 
what he knows he can use and he 
won’t place an order merely to take a 
distributor or salesman off the hook. 
And he is ready to buy in quantity 
when a good deal on a discontinued or 
overstocked model comes along. 

It’s this phase of the business which 
disturbs him most today. He feels 
there is no room for distributor-dealer 
loyalty anymore—and he wishes the 
clock could be turned back to the time 
where such loyalties were important. 
“I buy from the distributor today just 
like the worst price chisler in town 
tries to buy from the dealer,” Barrett 
admits, “and I don’t like it.” 


Pushing for Profit. Once Barrett 
has decided where the profit lies he 
turns all his merchandising energy 
loose to capitalize on it. 

The fact that Electric Service’s 
sales forces has been cut from ten men 
to three (including Barrett himself) 
and that he has closed one store (in 
nearby Darien where an almost exclu- 
sively commuter population makes it 
almost impossible for a dealer to make 
money, says Barrett) is misleading. 
These moves suggest that he has cut 
back on his selling effort but just the 
opposite is true. 





STEP DOWN STOCK: Barrett and his salesmen save many a sale by switching 
price-conscious shoppers from current merchandise to ‘‘specials’’. 
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The refriger- 


ators above are a good example; they look identical from the outside but the one 
on the right is a “‘special’’ to which a consumer can be easily switched. 


Today Barrett's salesmen concen- 
trate on what they call “bona fide 
leads”. These have been obtained 
from a variety of sources and each 
has been qualified. When you con- 
sider that Barrett and his two salesmen 
close four out of five such leads it is 
obvious that a good deal of work has 
gone into uncovering the prospect. 
These sales-producing leads come from 
a number of sources. They include: 


Service. Up until mid-1952 Barrett 
had maintained a big service depart- 
ment in which he took considerable 
pride. But he was inclined to regard 
it as a necessary evil. Today Barrett 
has an entirely different outlook on 
his service operation. He knows good 
service produces satisfied customers. 
Brt he has now expanded his service 
operation so that it also produces new 
business for the store. This new em- 
phasis on service has paid off hand- 
somely. Today service business has 
doubled, the department is making 
money, and one out of every four sales 
is the result of tips turned in by serv- 
icemen. They are paid a full sales- 
man’s commissions on leads which 
result in a sale. (On such leads the 
salesman earns his commission too. If 
he had split one commission between 
serviceman and_ salesman Barrett 
thinks the salesman would have 
tended to ignore the service leads to 
concentrate on prospects of their own 
where they could earn full commis- 
sion. Now just the opposite is true. 
Salesmen cover the service leads first 
in order to keep the service men turn- 
ing in prospects.) 


Store Files. Barrett keeps an excep- 


tionally complete customer file on 
which every sale and every service call 
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is registered. Salesmen comb through 
the file regularly, looking for an appli- 
ance old enough to be replaced. Or, 
if they have an outside call to make 
they will look up the card of some 
other resident in that neighborhood 
and make an extra stop to see if the 
customer is in the market for another 


appliance. The information on the card 


enables the salesman to personalize 
his pitch for each prospect. 


Home Shows. One of the best 
sources of leads, says Barrett, are the 
registrations at the various shows in 
which Electric Service participates. 
Barrett feels that most dealers overlook 
this source of business. From the reg- 
istration cards for a single show (at 
which a washer or refrigerator may be 
given away) Barrett obtains enough 
prospects to keep his salesmen going 
for several months. Like all leads they 
are qualified by a telephone canvasser 
who spends four hours each day quali- 
fying leads for salesmen. 


Advertising. Barrett uses almost ev- 
ery medium except radio and televi- 
sion (there is no local TV outlet). He 
runs ads regularly in the local news- 
paper and in shopping weeklies and 
makes liberal use of direct mail. Two 
things characterize his ads: (1) all 
prices are shown as “‘our price” and not 
as “list price” and (2) liberal credit 
terms are emphasized. Barrett offers 
three years to pay with no down pay- 
ment and handles the paper through a 
local bank on a non-recourse basis. 


Civic Activities. Probably no source 
provides more leads for the store than 
do the civic activities in which Bar- 
rett and his salesmen participate. 

(Continued on page 56) 
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ances which are then sold through Barrett’s ‘‘junk store.” 


played on sidewalks with crudely hand-lettered signs. 


EXCLUSIVE LINES: Barrett concentrates his mer- 
chandising efforts on lines which he handles exclu- 
sively in the Stamford area. An exclusive franchise 
and adequate discount structure are key considera- 
tions in Barrett's decision to take on any line. 


FEW SIDELINES: A downtown merchant's floor space 
is too valuable for him to waste it on sidelines, Barrett 
believes. Sole exception with him are dinette tables. 
Here he and salesman Frank Doeberl check floor 
space required for this merchandise. 


Barrett believes this pays 
off better than fancy surroundings and extensive reconditioning. 


& 
é 


SWITCHING: Barrett knows which lines return a full profit and he and his sales- 


Merchandise is dis- 


the store pushes. 


SERVICE: Fully 25 percent of the store’s sales today 
are the result of tips from servicemen, who get full 
commissions for leads they have turned in. Twice a 
month Barrett calls in service force, explains features 
of new merchandise 


COMPLETE FILES: The file cards in these cabinets 
tell complete “case history’’ of every Electric Serv- 
ice customer. Salesmen use files to line up outside 
calls and the lists are also used in soliciting service 
department business. 


man make every effort to close sales on these lines. Salesman James Waller 
directs this customer's attention away from her first selection toward a line which 





CIVIC ACTIVITIES: Salesmen participate in local 
civic functions, get time off to do such work. Barrett 
himself is extremely active in Stamford. Here he and 
Major Clyde Green enter new Salvation Army Build- 
ing for which Barrett headed fund drive. 


*: rte 7 Sheds § 


HOME SHOWS: Barrett never misses an opportunity to 
exhibit at home shows or builder exhibits, gives away 
Q major appliance to obtain a list of show visitors. Such 
a list, qualified by telephone specialist, will keep 


store’s salesmen busy for months. 
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SURVIVAL IN TODAY’S MARKET 


Obviously, Barrett does not partici 
pate in civic activities primarily for 
the business they can produce for his 
store. The principal motivation is the 
desire to accept his community re- 
sponsibilities. But he does not deny 
the fact that his participation in such 
activities has broadened his circle of 
acquaintances and many of these peo 
ple naturally come to him when they 
are in the market for an appliance. He 
makes it a personal rule, however, not 
to talk while serving on a 
civic committee. He insists that both 
salesmen belong to some civic group 
and provides them with the time 
necessary to participate in such local 
activities. 


role in 


business 


He himself plavs a promi- 
almost every func 
In recent vears, for example, he 
has been president of Kiwanis, has 
headed the building fund for a 
Salvation Army headquarters, has 
served the Red Cross and Community 
Chest, and is currently headquarters 
chairman for the Republican Party 
(Going into politics doesn’t hurt yout 
business, savs Barrett, who feels that 
his De itic neighbors 
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tion 


new 


noc! ind custom 


STEP 1 * Post cards are sent to washer owners 


offering a complete check up for 
$3.75. Within 60 days eight out of 25 washer owners 


will have ordered the check-up 


SERVICE 
PRODUCES 


“FR el ~ 
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ers admire him for taking so positive 
a stand.) 


MAKING MONEY 


Ihat’s where the leads come from. 
But that’s only the beginning. The 
key to the success Barrett is currently 
enjoying is actually in the ability of 
his salesman and himself. The fact 
that the store closes 80 percent of its 
bona fide leads is only part of the 
story. Much more impressive is the 
fact that a large majority of these sales 
are made on the lines Barrett wants to 
push. 

How does he do it? Two things— 
the store’s reputation and the ability 
of the individual salesmen—explain a 
good deal of how it’s done but they're 
not the whole story. Barrett admits 
he is “ruthless” in switching custom 
ers. He can do this because (1) he and 
his salesmen like these lines and know 
them thoroughly; (2) the longer mar 
gins on these lines makes it possible 
to devote some time to pushing them: 
ind (3) the price structure is such that 
he can make a competitive offer (in 


i - 
STEP 2: 


work the service man suggests customer call at store 
He also keeps his eyes open for other sales leads. 


1 Out Of Every 4 


Electric Service 


Sales 


STEP 3: Having spotted a possible sale, serv- 


cluding a trade-in) and still make his 
full profit. 

But the fact that Barrett remains 
competitive does not mean that he 
slashes prices. Always he tried to sell 
current, top of the line merchandise 
at his full list price. But if it becomes 
obvious that the customer will not 
buy at that price he switches to what 
is actually a “‘second line” of defense. 
These are units which Barrett has been 
able to pick up at a good price (and 
they include outdated and discontin- 
ued models). He can offer a really 
competitive price on these units and 
still make his full margin on the sale. 
He doesn’t push these units; most 
dealers would take a special like this 
and advertise it hard for a week or 
twe. Barrett on the other hand keeps 
the models on the floor for the sole 
purpose of salvaging sales which might 
otherwise be lost. 

Where many will exhaust 
their stock of “specials” in a matte 
of wecks Barrett will stretch his spe 
cial buvs 
months 

But bevond offering these specials t 


dealers 


over a period of several 


A service man calls on the washer 
owner. If unit requires great deal of 


ice man turns lead over to Margaret 


O'Connell who will pass it on to salesman 
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save a sale Barrett will not go. His 
decision to “make the most money 
even if I don’t make the most sales” 
precludes any real price cutting. And 
because his salesmen are specialists at 
closing a sale he can make this policy 
stick. 

The two salesmen work hard for 
their paychecks which average around 
$150 a week. The salary is a compli- 
cated arrangement including a base 
salary, an override, PM’s and an over- 
all bonus. About 40 percent of sales 
now involve an evening close and since 
the store opens by 8:30 every morning 
the sales personnel put in a long day. 
I'he salesmen alternate on the floor, 
changing places each noon. 

Hard work and long hours have al 
wavs been the lot of the real specialty 
dealer; they remain the basic ingredi- 
ents in Barrett’s merchandising for 
mula. 

By retaining the fundamentals of 
specialty selling and by tailoring his 
ipproach to today’s market he has 
been able to prove that the specialty 
merchant can still make money—even 
in todav’s market 


STEP 4: Quick follow-up by salesman Doeber| 


produces a sale. By checking store 


records he can tailor his pitch for each customer. 
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Despite Barrett’s Merchandising Know-How 


SELLING 1S STILL HARD WORK 


\8:30 A.M.—Salesman James Waller ar- \ 10 A.M.—Waller shows a Sparton TV set to a customer who had come in looking for 
lrives in time to open store by 8:30; he’ll be \ }a much cheaper set in another line. After 40 minute pitch he got sale, partly by 
kept busy until late evening. \_/ promising quick delivery and installation. 





11 A.M.—Waller checks over list of pros- \. NOON—Wailer switches places with Doe- ye 1 P.M.—First stop is Hotel Davenport 
pects with telephone canvasser Margaret ) berl, who has been working outside. Waller ) where Lions’ president Waller checks meet 
O’Connell who spends four hours each day . / will now be free for outside calls until noon / ing arrangements. Waller spends good deal 
qualifying (but not selling) prospects. ~~ tomorrow when he comes back on floor. of time on civic activities 


2 P.M.—Waller sets off on round of outside calls which will run into 9:00 P.M.—At the end of a long day Waller stops back at store to 
) the late evening. About two out of every five sales are now closed check off names of customers he has contacted and to drop off orders 
during the evening. which he has closed while in the field. 


End 
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“HEAVEN” sets up 
Dallman Co., San Francisco, 
who came small 


shop in tne 


groups to 
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“ST. PETER” passed final judgment on 
candidates for admission—and as adver- 
tising-promotion manager, John Kelly 
knew credit standings, was well qualified. 
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showrooms of the 
to attract 325 dealers 
see new 


lines 


“Heaven Helps a Distributor... 










get a 22 percent increase in TV orders when he drops a big, expensive hotel 


show in favor of four days of dealer meetings at his own 


OREGOING an elaborate hotel 
ieee in favor of bringing deal- 

ers to their own showrooms and 
offices, brought the Dallman Co., San 
Francisco, a 22 percent increase in 
dealer orders for 1955 television at a 
saving of 25 percent in expense. 

Nearly $158,000 in dealer orders for 
55 TV, $14,000 in ’55 radio orders, 
plus $36,000 in sales of in-stock 1954 
white goods, were booked by Dallman 
during four days. At breakfast, lunch 
and dinner meetings this distributor’s 
staff brought in 325 dealers from 
northern California in groups of less 
than 30. 

In an atmosphere of “heaven” car 
ried out through elaborate decorating 
of the company’s offices, showrooms 
and warehouse, small groups were fed 
and then presented with the story of 
1955 Philco TV and radio. In small 
groups, with the personal attention of 
Dallman salesmen and executives, they 
considered their needs and ordered for 
the season then ahead. On their way 
out, each small group of dealers was 
exposed to 1954 major appliances and 
to the Dallman appliance salesmen 
who worked successfully in getting 
much of the dealers’ balance of “open 
to buy.” The cost to the Dallman Co. 
was $2,400 for decorating and catering. 

One year before, this distributor had 


introduced the 1954 Philco TV-radio 
line at a one-day “spectacular” show- 
ing at a big San Francisco hotel. About 
600 people were dined at a cost of 
$4.00 each, presented with the new 
line in another room costing $50, plus 
$150 for drayage for the samples—be- 
fore, during and after the party nearly 
$400 worth of hotel bar checks were 
signed to the Dallman Co. A total cost 
of $3,000—yet the orders booked were 
approximately 18 percent less TV, 17 
percent less radio and 33 percent less 
current model white goods, than dur- 
ing a comparable period of the 1954 
showing at the distributor’s head- 
quarters. 

During a period when many new 
lines were getting the plush treatment 
of traveling musical shows, Hollywood 
actor parties, and the use of theatres, 
city and resort hotels, why did this 
“homecoming” succeed for Dallman- 
Philco? Say the company executives: 

e The 1954 showing at distributor 
headquarters attracted only dealer 
“principals,” the ones who sign the 


orders. The 1953 hotel party offered a 
“gay evening” to everyone at the 


dealership, dealers’ wives, salesmen and 
wives, others who like a banquet but 
who do not sign orders for goods. 


eThe 1954 
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showing brought in- 


“heavenized” offices 


dividual treatment for every dealer. 
Invitations were planned so that no 
Dallman salesman would have more 
dealer guests at one meeting than he 
could handle. He could sit down with 
them, discuss their market, their plans 
and their needs in 1955 TV and radio. 
At the previous year’s hotel showing, 
it was possible to consult with but 
a few dealers—the orders had to be 
sought at the stores days later without 
the help of the immediate impact of 
the showing. 


e Business for that period between 
showing of a new line and the delivery 
of the line to dealers’ stocks was en 
couraged by having the dealers where 
Dallman’s salesmen could sell the bal- 
ance of the old line. Old models could 
not be moved to and displayed satis- 
factorily at a hotel or other outside 
showing. 


e Appliance business was not neg- 
lected when the dealers were brought 
to the distributor’s place of business 
for the showing of a new TV line. 
Dallman salesmen had a chance to re- 
emphasize the Philco appliance line 
advantageously during what amounted 
to them as a mid-season re-showing. 

How the promotion worked is 
shown in the accompanying photo- 
graphs. 
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“ANGELS” greeted dealer principals who came to the four days of showing “FEAST of the Gods,” whether breakfast, lunch or dinner, was followed by 
which replaced more expensive and less resultful hotel blowout of previous year “Prophets of Profits’’ who presented strike-delayed new lines with color slides. 


Meetings in Showroom Heaven Produced More Sales 


SMALL GROUPS of dealers made sales easier, provided better atmosphere for buying. Dealers SOUNDER BUSINESS relations were established by having dealers 
felt personal approach, didn’t rush off; salesmen had time for all at showroom offices where they had access to executives. 


CHANCE 


. 


CURRENT LINES of white goods were offered after dealers saw the new TV lines. Ex-angel SERIOUS PITCH on white goods was made and Dallman salesmen 
greeted dealers at ‘‘purgatory,’’ ushered them to ‘Garden of Eatin.” moved $30,000 in 1954 merchandise in three days. 


End 


ELECTRICAL MERCHANDISING—DECEMBER, 1954 PAGE 59 


] —Your price seems much too high to me. 





2 —This looks good, but my old machine is still running. 


How Does Gracely Answer 


To the four most common customer objections pic- 


tured here C. B. Gracely of the California Vacuum 


Cleaner Co. has four answers good enough to sell 


1,000 cleaners a year 


C. B. GRACELY sold 1000 vacuuin 
cleaners this vear becaus« 
things, he has ready and 
mswers to the four most typical cus 
tomer reactions 


1. “Your price 


imong other 
convincing 


seems high.” 


2. “My old machine is still run- 
ning.” 
3. “The new cleaners look too com 


plicated to me. 


4. “We can’t afford a new machine 
now.” 

The ability to 
barriers, plus a variety of 23 lines and 
a display of 125 to 150 models, has 
helped Gracely build his California 
Vacuum Cleaner Co., Long Beach, 
into one of the largest exclusive 
vacuum cleaner sales and service stores 
in Southern California. 

Gracely uses his stock 
(including many slow-moving mod 
els) and service reputation to pull 
store traffic which is a combination of 
old customers and “just shoppers.” 
Whoever the prospect is, he'll prob 
ably resist the sale with one or more 
of the comments listed above. But 
Gracely has prepared the ammunition 
to demolish each argument 


hurdle these sales 


cnormous 


“Your Price Seems High” 


“There isn’t a discount house that 
can touch us on service, 
customers on the advantages of buy 
ing where they can get service. We 
ask anyone who really wants to talk 


so we sell 
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look at then 


‘savings’ 


price to sit down and 
$10 to discount 
in black and white. 
“We add up the time and trouble 
of waiting davs for a broken-down 
machine to b« 
with our 
extra labor charg¢ 


$15 house 


repaired, as compared 
service, and the 
they pay despite a 
warranty on parts; they sce our price 


long run.” 


12-how 


is less in the 

Gracely 
than one shopper who has read adver 
tisements about rebuilt and guaran 
teed machines selling for $10 and $15 

“We ask them if they know a 
friend or neighbor who went to one 
of those places and really bought a 
machine that cheap, or whether thes 
wound up with one costing $50 or 
S60 

“Another thing we try to point out 
is Our permanency as compared to fly- 
by-night operators. We've been do 
ing business here more than a quarter 
of a century, and [I can point out 
places all over town where the other 
shops were once located.” 


“My Old Machine 
Is Still Running” 


also has encountered more 


“Because we scll used merchandise 
is well as new machines, we're able 
to give customers a good allowance 
on exchanges and trade-ins. This end 
of the business is secondary. Only 
about one out of five sales is a used 
cleaner. 

“Specialty 


merchandising ranging 


from hassocks to floor polishers helps 
induce owners to trade in old ma 
chines.” 

“This is a big help in those cases 
where a woman has a machine worth 
$10 and wants $30 for it,”’ Gracely 


said. “We allow her $30 on a $30 
hassock which cost us $10, and sell 
her a new cleaner.” 

Gracely retains only  salvageable 


Others are junked 
“The New Cleaners 
Look Too Complicated” 


“We don’t like to use the 
demonstration in making sales. Instead 


traded-in cleaners. 


word 















































































































































GOOD SERVICE. Efficient, fast service on any 


we school the customer on the propet 
use of the cleaner and its equipment. 

“The biggest trouble of vacuum 
cleaners in the home is the lack of 
knowledge about their operations. 
We've found a big percentage of the 


cleaners coming into our service 
partment broken down as a result of 


misuse. ‘There was a lack of demon 
stration or explanation when the ma 
chine was bought—and not at our 
store. 

“We school our customers in th¢ 
use of a cleaner, make sure they ar 


familiar with attachments, the pr 


movements and way to car for it.”’ 


kind of cleaner, no matter 


how old, is Gracely’s biggest customer drawing card. 
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“We Can‘t Afford 
a New Machine Now” 


We handle our own paper. ‘Terms 
made to suit the customer. 
What’s more there’s no red tape of 
going to the credit department for an 
interview and filling out a bunch of 
papers. 

“Here a customer deals directly with 
someone who can write up a 
contract. We're all owners at this 
store, which gives us the personalized 
ilvantage of the independent owner 
over a large management-employee 
f business.” 


Can DE 


sales 


tvpe 


1 —These new cleaners seem 


These Four Objections? 


to be awfully complicated. 


Gracely’s partners are his two sons, 
C. B. Gracely, Jr., and R. E. Gracely. 
Both grew up in the business, becom- 
ing experts in sales and service. He 
says there’s no substitute for experi- 
ence. 

“You don’t make vacuum 
men or repairmen in two months,” 
he says. “It takes years. <A service- 
man can learn one machine in a short 
time, but he doesn’t know the next 
one that might be brought in. And 
this is one place competition can’t 
touch you if you have parts and know- 
how. 

“This knowledge is important in 


sales- 


4 — really can’t afford a new machine now. 


sales, too. Your average salesman 
knows his machine in a general way, 
but he doesn’t know the others. 

“We sell by comparison, by show- 
ing and explaining to customers the 
real differences in the different brands. 
But we never lose track of the fact 
that a cleaner will clean regardless of 
the kind. A salesman should know 
what’s in a machine.” 

Gracely says the service and _ parts 
department is the backbone of his 
business. It accounts for more than 
half his dollar volume and builds up 
store trafic. Five out of every 10 
cleaner sales result from customer 





Gracely. 


calls, 
The department is in the rear of 


service according to 
the store. ‘All day long customers 
have to walk past the rows of new o1 
used cleaners,” he says. 

As a result the service and _ parts 
department gets equal billing in store 
promotion. Gracely has been running 
a large display advertisement boosting 
sales and variety of machines in tele- 
phone directory yellow pages for more 
than two decades. More than 30 
listings of the store are carried under 
different brand cleaners and in repair 
classifications. 

(Continued on page 76) 
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MASS DISPLAY. Various types of makes of cleaners carefully arranged and fre- 
quently rotated, attracts attention and establishes store as cleaner headquarters. 
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Customers must pass displays to reach service department. Gracely has some 130 
cleaners of all types displayed in his small, 15 by 40 feet area. 
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ookie Promotion Provides... 


TWO PROUD Brownie Scouts 
show envious Cub Scouts the 
$134 check they got from 
dealer Barrows as proceeds of 
cookie baking and auction in 
his store 





OVERFLOW CROWD at Bar- i 
row’s Laundry Frolics spilled _— 


out to chairs on the sidewalk. is " 
Loudspeakers kept outside crowd @ » 
in on entertainment ’ 


* 






* 


, a. i 
f és 


2,000 Prospects for Arcade Electric 
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A a 


EAGER SCOUT 


baking in a roaster oven. 





sf 
bom of 4 


4 


mixed cookie batter for Florida Power & Light home 
economist Jane Reynolds who 


supervised the cookie 


Dealer Emory Barrow’s annual Laundry Frolics 


features cookie baking, cookie auctions and 


good fun for the benefit of the Girl Scouts— 


and increases laundry sales 30 percent 


By AMASA B. WINDHAM 


HE Girl Scouts loved it. House- 
wives loved it. Everybody in 


the little south Florida resort 
area loved it. Emory Barrow, owner 
and operator of Arcade Electric Co., 
in Delray Beach, Fla., had scored 
iain with one of his community 
betterment promotions. 

Barrow, one .of Westinghouse’s 
prize dealers in the lower Florida area, 
has a reputation as an outstanding 
promoter. Every year, in his store at 
Delray Beach, he has put on a highly 
successful appliance promotion by 
tving it in with some civic event. In 
the past, he has helped raise money 
for high school football fields (EM, 
Mar. '54, p. 64), church fund-raising 
drives and similar events, while pro- 
moting the sale of his own warcs. 

This year, the Girl Scouts and 
Brownies needed money for the con- 
struction of their own club house. 
In the past, when the group needed 


funds, they had baked cookies and 
gone from house to house selling 


them when they could. It wasn’t too 
profitable an operation until Barrow 
took a hand. 

He already had under way plans 
for the presentation of a “Laundry 
Frolics” —his big annual promotion 
which this vear centered around wash- 
ers, ironers and dryers. A_public- 
spirited citizen as well as an astute 
business man, Barrow told Scout off- 
cials he saw no reason why the Girl 
Scouts shouldn’t auction off their 
cookies as part of the fun. In fact, 
Barrow offered the use of Westing- 
house ranges in his store for the 
cookie baking, which in itself would 
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be a demonstration to all who watched 
the proceedings. 


Cooperation from Everyone 


His offer was gladly accepted by 
the Girl Scout officials and Barrow 
went to work on his promotion. His 
first step was to enlist the support 
of his Westinghouse distributor at 
Miami, and of the Florida Power & 
Light Co. ‘Two home economists 
from each agency agreed to conduct 
the washer, ironer and dryer demon- 
strations, Westinghouse promised to 
send Peter Rich, a ventriloquist, with 
his famous dummy, Oscar, and other 
features were planned. City. and 
county officials and civic club leaders 
also promised cooperation. 

Publicity on the promotion broke 


30 days ahead of the event. News- 
paper and radio advertising was 
beamed at the four communities 


served by Arcade Electric Co.—Delray 
Beach, Boynton Beach, Boca Raton 
and Deerfield Beach. The public was 
invited to attend the “Laundry Frol- 
ics’, which would feature the auction 
of Girl Scout cookies, the demonstra- 
tion of all kinds of laundry equip- 
ment, door prizes, grand prizes and 
a promise of plenty of fun for every- 
body. 

Che promotion, as in the past, was 
designed along lines which have be- 
come standard procedure with Bar- 
row. Arcade Electric Co., would not 
attempt to do any actual selling dur- 
ing the show periods but would use 
the registration cards as a list of pros- 
pects for possible future business. 

(Continued on page 78) 
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RAN 


CLOWNING ECONOMISTS Srocc che vica te convince Monsanto's 


Frances Grigg that old laundry ways are best. 





; 
j 
j 
i 
; 
| 
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Ben and Glenn Sundy, 
missioner, respectively, 


county and city com- 
vied under handicaps 


COMPETING OFFICIAL 


for title of champion male launderer. 





ES B. 
HAPPY WINNER 


Oscar, contribute humor. 


of one of many prizes, an electric roaster, gets it from 
dealer Barrow while ventriloquist Peter Rich and dummy, 
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The fifth outlet for appliance retail- 
ing’s nine-year phenomenon is a show- -a- 


place for the ideas that built a $30- 








: . 
million a year business 
FIRST MOVE in the opening of any Polk store is the hoisting of the huge illu 
minated billboards which feature Polk and a host of national brands 
*. 4 
DEMONSTRATIONS take place in windows so that the passerby gets a look ONE HUNDRED SALESMEN roam the 60,000 square feet of floor space in the 
while salespeople cinch points with prospective buyers in the store. new store, but each is always easily identified by the lapel tag. 
, . 





SMALL APPLIANCES are piled on the floor in their original cartons—much as SEASONAL merchandise, like this display of space heaters, are piled up in islands 
in a discount house—and customers lug them away without wrapping right near the door so the entering prospect can get quick action. 
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OLK BROTHERS rose to fame 
P in Chicago by the whispered 

rumor that you could buy any 
appliance much more cheaply there 
than elsewhere. From a_ peanut- 
sized business in 1945 the firm soared 
to a reported $30 million a_ year 
volume in nine years. 

Success bred competition, and today 
in Chicago 95 per cent of the stores 
operate on a discount basis. 

Uherefore, Polk Brothers today has 
to be much more than a discount 
house to hold its lead. In its newly 
opened store on Chicago’s far south 
side (there are five others) Sol Polk 
reveals just what he thinks the trend 
takes to merchandise 
successfully under present conditions 

Che new, block long, 60,000 sq. ft. 
unit is swinging to home specialties 
anvthing a familv might buv and pay 
for on time. Fully a third of the space 
is devoted to furniture—not the fancy 
imported that Sadic 
Bachman promotes, but stuff of popu 


is, and what it 


models sister 


lar caliber. Rugs up to $1,000 dazzle 
the eve, but average unit sales will be 
rat less 


Luggage Is a Natural 


Luggage is looked on as a natural 


for the appliance store, along with 
home typewriters, watches and cos 
tume jewelry. 

Piped in water through the floor 
permits live operations of — thirty 


New Store 


washers. Demonstrations are centered 
around the plate glass windows, so the 
passing public can see. ‘Television is 
in pyramids, with the top models 
operating. 

Offices are bunched in the middle 
of the store, fronted by displays sell- 
ing traffic appliances and table radio. 
Manager Joe Marshall has his desk out 
in the open, where he may be easily 
seen. 

he Polk staff of a hundred sale 
men, mostly on the dashing, hand 
some young man order, are identified 
by buttons in the lapel. Merchandise 
is tagged with the regular list prices, 
with the salesman given two options 
in closing a deal. 


Sell in Original Cartons 


Displays of appliances in season are 
moved down toward the doors, so .is 
to be quickly reached. ‘The Sol Polk 
tactic of putting piles of trafic appli- 
ances on the floor in original packages 
so as to avoid wrapping, is apparent. 

\t the doors are groups of folding 
invalid chairs permitting the wheeling 
around of any one feeling feeble o1 
old. 

Outside, space for +,000 cars accom- 
modates the public, which, in ap 
proaching the store, sees the familiat 
big billboards atop the building, ad 
vertising the best known appliance 
lines in the countrv. These electricals 
mav be seen ten blocks away. 





PYRAMIDS, with the top sets operating, is the Polk idea of the right way to 
display TV. Later on color sets will occupy the top of the piles. 
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TYPICAL POLK touch is the array of folding invalids’ chairs at each door so that 
the ailing, the old, the infirm, or the plain tired can ride. 





ANYTHING that can be called a home specialty belongs in his appliance stores, 
Polk believes, particularly if, like luggage and jewelry, they can be sold on time 





MASS DISPLAYS by groups is the Polk technique of showing major appliances 
Customer has many national brands and price levels to choose from 


End 
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30, 000 BY DAY 


This is how 





a line the route of Stockton, California's, biggest civic event, the College of 
Pacific homecoming parade, see appliance dealer Bill Ross’ outstanding TV float. 


A Dealer Steals a 


By HOWARD J. EMERSON 


OME town events can _ be 
turned into profitable sales 
builders for the appliance-tv 

dealer who has his promotion shoes 
on, says Bill Ross, owner of Ross & 
Hill, Stockton, Calif. To prove the 
statement he has a 350 percent in 
crease in volume over the same month 
last year from just one well planned 
event. 

Almost every community in the 
nation has events which provide “cap- 
tive audiences” for the dealer who 
can through ingenuity, or price, get 
his products or a message incorporated 
in the events. From the opening of 
a new firehouse to a city’s centennial 
—at fairs, rodeos, July 4th parades, 
sports events—there is a ready-made 
group of prospects for the dealer that 
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can “find an angle” that lifts his pai 
ticipation in the event above the 
mere purchase of space in a group 
of commercial exhibits. 

And the dealer doesn’t have to as- 
sume all the work or all the cost—he 
has distributors’ salesmen, executives 
and promotion departments, as well 
as Co-op money available, adds Rolph 
Stoddard, field sales manager for Mc- 
Cormack Corp., who saw to it that 
most of Ross & Hill’s increased vol- 
ume came in sales of CBS-Columbia 
tv. 

Bill Ross “found an angle” 
it was time for the 1954 ““Homecom 
ing Festival”, largest civic event for 
the industrial city of Stockton, home 
of the small but football-famous Col- 
lege of The Pacific. Working with dis- 
tributor McCormack Corp. through 
field sales manager Stoddard and local 


when 


manager Harold Kaufman, the dealer- 
ship of Ross & Hill “‘took-over” the 
homecoming festival with this series 
of connected promotions: 


e Offering a free television set to 
the sorority or fraternity winning the 
annual contest for floats or stunts in 
the homecoming parade was the Ross 
& Hill “gimmick” that opened the 
door for most other elements of the 
promotion. 


e Bringing Miss CBS-Columbia 
(Jill Gion, runner up in California to 
the Lee Ann Meriweather who went 
on to be Miss America), from San 
Francisco to make the presentation of 
the tv set, and to add her charm 
to the promotion. 


e Arrangement of an_ elaborate 
float for the homecoming parade— 
Miss CBS-C and assistant queens with 
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six tv sets arranged in front of a tv 
“camera”, and properly identified as 
the float of Ross & Hill. 30,000 people 
of Stockton saw the float and its mes- 
sage—the only commercial float in 
the 2-hr. long parade! 


e Preview of the presentation was 
arranged to show off Miss CBS-C and 
the tv set to the 25,000 people attend- 
ing the football game. With the 
C.O.P. mascot, she rode slowly around 
the field in a white Buick convertible 
-between them, the “. . . the new 
sweep tuning CBS-Columbia tv set 


to be given by Ross & Hill .. .” 


e Ceremonies in the center of the 
football field focused the attention 


of 25,000 spectators on the presenta- 
tion of the tv set to the winning 
school group by Ross & Hill with the 
help of the queen, the C.O.P. home- 
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25,000 BY NIGHT 


_ City’s Show 


coming queen, the C.O.P. mascot, 
and the C.O.P. publicity director. 


eA special event at the store—a 
pre-homecoming party in the Ross & 
Hill store the night before the day 
of the parade and game. Billed as a 
“western party’, the event featured a 
local band and singing stars, Hawaiian 
dancing by Miss CBS-Columbia and 
presentation of the C.O.P. homecom- 
ing queen, and spot demonstrations 
of the tv sets being promoted. Nearly 
200 people filled the store, others 
turned away because there was no 
standing room left. A check of the 
group showed that 80 percent did 
not own a tv set. 

e Advertising campaign featuring 
Miss CBS-Columbia, the new line of 
tv, and Ross & Hill participation in 
the homecoming festival climaxed 





ELECTRICAL MERCHANDISING—DECEMBER, 


with a full page the night before the 
store party. 

While designed as a long range 
promotion to re-emphasize Ross & 
Hill as tv headquarters in Stockton, 
and to establish the relatively new 
CBS-Columbia brand there, the im- 
pact nevertheless produced immedi- 
ate results as seen in the accompany 
ing sales figures. Ross & Hill volume 
accelerated immediately. on most of 
its products, CBS-Columbia, Du- 
Mont, Emerson, Motorola, RCA- 
Victor, Norge appliances and RCA- 
Estate. The overall cost, including 
talent, was $1,135, split approximately 
50-50 with the distributor. 

The various elements that made up 
this very successful promotional tie-in 
by an appliance-tv dealer with a 
home town event is seen on these 
pages. 











1954 





spend several minutes at football game watching Ross and Miss CBS-Columbia 
parade sets around field, then give one to sorority which had best float. 





AND THIS IS WHAT HAPPENS TO HIS VOLUME 





Gross sales volume, Ross & Hill, Stockton, Calif. 








Pants ot Gates, TOES: .. . 5. oc cece eweseres $13,200 

Month of September, 1954..................... 28,800 

Winukk oF Get FUL Wess hoc eee ee bec cceess 6/200 
(week before the promotion) 

Wak oF Getateae We TOU. io cies oo sek owas. 9,700 
(week ending with 2-day promotion) 

Week of Gatelter BO, 1966... . «ccc evewvees 14,800 
(week following the promotion) 

Sas Ge Ts o's = 0 0 ok aed ee ee 46,400 


Approximately 80 percent of Ross & Hill's gross volume is in television. 
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- EEK: 
FIRST WEEK: $10 trade-in allowance o ) SECOND W s An ironing board free with iron purchase 


A Promotion Every Week 


‘é FOl ont hay ile if yor fions goimeg mn few of them irc citv of onlv 50,000. does an annual of broom thev had or how old 
y lon’t have promotions.” ‘That's taged on a big scale. Usually the volume of $250,000 in appliancc just bring it in.” 
1y MacMillan & Cameron ompany offers some special buying alone “Thev did. We got brooms made 
of sage brush, bush twigs and rushes 


wl 

General Electric dealers in Wilming inducement on a certain appliance 
ton, N. C. stage 52 promotions a year One week it will be on ¢ icuum $10 For A Broom is well as everv conceivable k 

1 new on erv week By offering leaners, the next week on television “Take our new-broom-sweeps-clean standard make broom, in all ku 
the buying public something new all ets, the next week on clectric ranges idea,” savs Sandifer. ““We told our condition. Some were worn down to 
the time, we keep ‘em coming in all and so on. But there is always some customers to bring in their old broom — the handle, others were coming apart, 
vear long,” ws manager M. M thing special for the shopper at Mac ind we would give them $10 for it and others were as black as greas 
Sandifer Millan & Cameron and the result is on the purchase of a new vacuum ind grime could make them, but vw 

Naturally, with so many promo- that this company, operating in a_ cleaner. It did not matter what kind Continued on page 80 


és 


THIRD WEEK: Free aluminum ware with purchase 1 ge FOURTH WEEK: Come in and register for a free TV set 
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ELECTRICAL 


33% more vacuum cleaners 
are sold in December than 
in any other month of the 
entire year! And, this 
Christmas you can cash in 
as never before! How? 

By displaying the new 
LEWYT on BIG WHEELS, 
most sensational vacuum 
cleaner of all time! By 
promoting the new LEWYT 
with one or BOTH these 
great new volume-building 
trade-in offers! 
























Pull toy-buying traffic into your store with 


‘$15.95 RACER’ PROMOTION! 
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Offer 2 gifts for the price of I- 


LEWYT’S $29.95 
KNIFE SET PROMOTION! 


Watch them come in when you offer this $29.95 
Steak Knife and Carving Set in trade for their 
old cleaner! Contains forged Sheffield Steel 
carving knife; meat fork; sharpener; 6 serrated 


steak knives; gold-tooled case with drawer. Underwriters’ 


Laboratories 













"SCHEDULE YOUR 
_ LEWYT CHRISTMAS 
PROMOTION 


—Call your Lewy? Distributor now! He has 
mats, radio spots—everything you need! 


LEWYT CORPORATION 
Dept. M-12,84 Broadway 
Brooklyn 11, N. Y. 


Offer it as a “FREE” or $4.45 partially self- 
liquidating trade-in deal! Top make “Blue Streak 
Racer” is 3 feet long, pedal-driven, all steel 

—the kind every kid loves! Has thick %4” rubber 
tires and a real “Windshield”. Worth all of 
$15.95, its cost to you is amazingly low! 


ALSO SOLD THROUGH LEADING CANADIAN DISTRIBUTORS 
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anta needs seven league boots this year! 


ty 





Amana Refrigeration, Inc., Amana, lowa 
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erella Bus... 


...Draws Crowds at Fairs 


For $500 dealer Wilbur Smith bought an old school bus that now brings in $10,000 a year from four Jersey fairs 


“OUR seasons ago, the Smith 
k Electric Company, Bound Brook, 
N. J., found that its display booth 
at local fairs cost money instead of 
making it. Proprietor Wilbur H. 
Smith decided to quit showing appli- 
ances at fairs unless he could hit on 
some scheme that would attract the 
crowd and actually boost sales. An old 
school bus converted to a mobile dis 
play supplied the answer. 

Winding up his third year of using 
the bus display this fall, Smith finds 
it has more than fulfilled his hopes. 
“Sure it draws a crowd,” says he, 
“and some people buy appliances on 
the spot. But its greatest value is re- 
flected in the goodwill and prestige 
that comes from getting to know 
people.” 

Smith gets to know his customers 
ind prospects by displaying at not just 
one but four different fairs. He knows 
that more than 50 percent of the 
people in his trading area are farmers 
or residents of rural areas—the kind 
of people who attend fairs—and he 
discovered that many of them go to 
more than one fair. 

“Lots of these people make the 
rounds,” says Smith, “‘and its not un- 
usual for them to show up at as many 
as three or four fairs. When they see 
me time after time my stock goes 
up. They may stop in just to chat 
and get information but after a 
couple of visits people begin to know 
and trust me. Once I gain their con- 
fidence, I often make a sale long after 
the fair season is over and frequently 
to customers who live a good many 
miles from my store.” 


Put It On Wheels 


Today, even Wilbur Smith isn’t 
too sure just when or how he got the 
idea of using a bus. A neighboring vil- 
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AT A FAIR Wilbur Smith writes an order on the spot for a couple who came in to ‘look at a refrigerator” 
and wound up signing an order for over $1,000 worth of appliances. 


lage offered an old school bus for sale 
“at the right price” and, acting on 
impulse, Smith bought it. 

“When I brought it home,” he re- 
members, “most everybody I know 
either laughed or shook their heads in 
despair. And when I started to tear 
the bus apart and modify it for dis- 
play use, I thought, at times, they 
might be right.” 

First, Smith cut out the back of 
the bus and built on an overhanging 
platform with wide, disappearing steps 
leading into the interior. The inner 
walls and ceiling are lined with gleam- 
ing porcelain and _ stainless steel, 
brightly lighted by fluorescent fixtures. 
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Appliances are banked on both sides 
in semi-permanent displays: electric 
circuits are hooked up to an outside 
source of power and the plumbing is 
supplied from a large outside tank 
equipped with an electric pump. 

These appliances remain in the bus 
until after the last fair of the season 
when they are sold at reduced prices. 
If a customer wants to order one 
during a fair, his order is taken and 
he gets future delivery at a bargain 
price. 

Both sides and the rear of the bus 
are equipped with canvas tent sidings 
that extend outward for several feet 
to shelter additional appliances ar- 






ranged on wooden flooring. A tall tele- 
vision antenna is mounted on top of 
the bus and a working TV receiver 
is placed near the rear entrance. 


Does It Pay? 


Smith sets up his display at the 
Belle Meade (Somerset County) Fair, 
Middlesex County Fair, the big Flem- 
ington Fair (Hunterton County) and, 
finally, climaxes the season at the 
Trenton State Fair. He figures that 
it cost about $500 to purchase and 
equip the bus and he spends some 
$800 to $900 per season at the fairs. 

His competitors still display in the 


(Continued on page 72) 
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Cinderella Bus 
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murky, half-light of a noisy, crowded 
tent and Smith says that they rarely 
draw more than passing interest from 
the throngs of fair-goers. “Most of 
them show a few appliances and have 
a woman on hand to distribute cit 
culars. ‘That’s no way to sell,” he 
declared. 

In 1952, Smith wrote orders on 
the spot for about $5,000 worth of 
appliances. Last year’s sales ran to 
some $10,000 and this summer's total 
is expected to run much higher. 

Follow-up calls keep Smith busy for 
months to come. The prospect lists 
he develops during the fair season 
have enlarged his trading area tremen 
dously although Bound Brook is a 
small town of about 12,000 people 
situated near Plainfield, Somerville 
and New Brunswick—all much large 
towns with plenty of appliance stores. 

Smith now sells throughout a broad, 
mid-state belt that stretches from 
the Delaware River clear across to 
Newark. Some sales are made as fat 
south as ‘Trenton and north to Morris 
town. He attributes this growth al 
most wholly to the fair displays as 
he does not advertise in any of the 
New Jersey newspapers and only rarely 
uses direct mail. 

It’s not unusual for Smith to write 
orders at the fairs for as much as 
$1,000 or more. Most rural people, 
he finds, know pretty much what they 
want to see and buy. This, he thinks, 
is chiefly due to television advertising 


by manufacturers. ““Take the revoh 


} 
© 


ing shelf in a refrigerator’, 

marked, “people see it on TV and 

when they stop off at our display the 

isk to see it work. I capitalized on 

that one by putting an opened refrig 

erator on the entrance steps while a 

/ strong light playing on the shelf which 

° or : was kept constantly turning by means 

Write us f of a small electric motor” 


2 
Catalog EMI Business Has Changed 
Ask about the Smith says that his own business 


° has gone through a transition in the 

Roper Franchise. past few vears. Established in 1910, 

the company was, for many vears 

n a < > 

it may be ope principally an electrical contractor. 
i Appliances came second. 

community | 

In your Now things have changed. Smith 

finds that the do-it-vourself trend has 

got so manv home owners doing thei 

own wiring and electrical installation 

work that “conditions have reversed 

and now appliances are the major part 


GEO. D. ROPER CORPORATION ¢ Rockford, Illinois ch hamcuseal End 


Sales Representatives in Principal Distribution Centers 





“AND THIS OF COURSE IS THE 
DELUXE JOB.” 
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heutehreping 


AMERICA’S BIGGEST BUSINESS—IS WELL SERVED BY 


DELCO MOTORS 


Delco motors are the servants in the 
modern American home. Tireless, they 
help to warm, to cool, to freshen the air 
. . . to wash and dry the laundry .. . 
refrigerate the food . . . perform countless 
other household chores. Delco motors are 
so widely preferred because they are out- 


standing for long life and quiet, depend- 
able performance. Important, too, is the 
nationwide service organization behind 
them. No wonder Delco enjoys a top 
rating as a leading producer of a wide . 
range of electric motors for home and 
industrial applications. 


DELCO PRODUCTS 


DIVISION OF GENERAL MOTORS CORPORATION 


DAYTON 1, OHIO 


SALES OFFICES IN PRINCIPAL CITIES 
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uses an aggressive credit plan 


He Sells Radios Like Neckties 


ea O sell radios today you must 
I have a good selection and 
have a good display, just as 
you do when you sell neckties,” says 
Walter Schubart, purchasing agent, 
Checker Stores (a chain of auto equip- 
ment houses), Cincinnati, Ohio. 
“But we also get our volume because 
we have a good credit policy and give 
spiffs to push radios.” 

“We carry four lines, but we ac- 
tually only plug two, Motorola and 
Crosley,” Schubart continues. “We 
keep only a model or two in the other 
grades to help round out different fea- 
tures for all types of small radios. 

“The vital thing to remember about 
small radios is that they must be well 
displayed to really sell,”” Schubart adds. 
“We have a fine volume for clock- 
radios (about 75 percent of all radio 
sales) and they range from the $27.50 
model up to $57.50. Of course, the 
clock or timing device has a lot to do 
with their good acceptance. But you 
can’t expect a man to look at a 
mahogany model and try to imagine 
what a chartreuse radio would Jook 
like—even though you are primarily 
selling the timing feature. You have 
to have different colors on display. 
Some of the old standbys (maroon, 
forest green, gray) aren’t popular at 
all anymore. The newer colors like 
baby pink, robin’s egg blue, orchid, 
and other pastels have a charming 
attraction for the radio prospect.” 


Budget and Credit Helps 


Checker Stores always pick out a 
good traffic location for their radio 
display. It is certain to be pretty close 
to the counter where customers make 
their credit payment. Each day many 
people make payments and with the 
flashy colors of current radios, they are 
attracted to the display. When the 
customers have their balance almost 
paid, the clerk will suggest that they 
add on the clock-radio to their account. 
Radio is just one of the items that 
Checker Stores use for add-on sales, 
but it amounts to about 40 percent 
of all appliances sold as add-on sales. 

About 80 radios (table and clock) 
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Good displays and a big selection are vital 
to both products, says this Cincinnati 
dealer, but to sell radios in volume he also 


KEY TO SUCCESSFUL merchandising of radios is good display, says Walter Schubart, left, of 
Checker Stores in Cincinnati. Wide variety of models and colors should be included in such a - i 
display and it should be spotted in good-traffic location. 


are on display all the time in either 
the display near the credit counter or 
in the store windows. Schubart keeps 
the display near the credit counter 
large because 70 percent of their radio 
sales are made through the credit ac 
counts. 


Don’t Use Much Advertising 


To attract the prospects to the 
store, Checker uses budget mailings. 
Only about twice a year do they use 
any clock-radio direct mail and then 
usually use only general display ads 
for their radios. 

“Actually, our budget department 
at the present time is larger than it 
ever was,” says Schubart. “We are 
also getting a better class of people 
than we had before. People are really 
going in for credit. That’s the main 
reason why our radio sales are ahead 
this year. Most dealers in our trad- 
ing area are finding their radios 
(clocks, table, radio-phonograph) lag- 
ging. This year we'll easily sell over 
3,000 radios. 


Have a Spiff Program 


The ten Checker stores (seven in 
greater Cincinnati, Portsmouth, Ohio, 
Newport, Lexington, and Covington, 
Ky.) use about 50,000 mailing pieces 
a month. These ads make no specific 
mention of clock or table radios but 
they are effective in selling radios. 
Chat’s because the stores draw traffic 
on some other item, then encourage 
the salesman to sell clock-radios by 
switching the prospect when he has 
the prospect there. 

If a certain radio isn’t moving too 
well, Schubart puts a spiff (about 
3-5% or $1 to $1.50) on it. Some- 
times he may buy 100 radios and then 
find that the radios didn’t move as 
well as hoped. He believes the best 
way to give them a boost is a spiff. 
The Checker policy on this is ex- 
plained as such: The spiff program is 
a money making proposition for sales- 
men, he is going to be paid his regular 
commission anyway, and about 80 
percent of our spiffs are covered by 
co-op from the distributor. End 








- 4 
BUDGET ACCOUNT CUSTOMERS ore urged to adda radio to their 
account when they visit the store to make regular payment. Radios make 
up 40 percent of the appliances sold as add-on purchases at Checker Stores g « 
* . 


CASH INCENTIVES for salesmen encourage them to call prospects’ atten- 
tion to radio display and to concentrate on slow moving items. Almost 80 
percent of such spiffs are covered by co-op from distributors. 
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‘the folks agree, 


on a wonderful way 
to trim a tree ! 











“there is 
nothing finer 
than a 


From where we sit, people seem to be breaking all 
records to make this a “Stromberg-Carison Christmas.” 


“ree = Right up to the last minute, you can count on our loyal 
ST K oO M B FE ede a 0 A y LS O N distributors to help you make the most of this happy situation. 
, Meantime, our own sincere wishes for a joyous holiday season. 


(As for a prosperous New Year—wait till you see what 
our engineers and designers have dreamed up for '55!) 


STROMBERG-CARLSON COMPANY, ROCHESTER 3, NEW YORK 
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KLIXON Protectors Prevent Fires 


and Reduce Servicing says large 
Appliance Retailer and Exporter 


YONKERS, N. Y.: Mr. Chester A. Wagner, General Manager 
of the Electric Servant Co., one of the country’s oldest and largest 
retailers and exporters of electrical appliances praises Klixon 
Protectors. He states — 


“During my thirty-nine years experience in the electrical field I 
have seen unprotected motors become the biggest cause of elec- 
trical fires. Now, as one of the oldest and largest retailers and 
exporters of electrical appliances in the industry, my experience 
with the Klixon motor protector goes back to its very first 
applications. 


It is especially valuable in the foreign countries where wide 
voltage variations are experienced. At home we find that by 
preventing motor burnouts Klixons save servicing and result in 
satisfied customers.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer. In such equipment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing burn- 
outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pay 
you well to ask for equipment with 
KLIXON Protectors. 








Automatic 


Reset METALS & CONTROLS CORPORATION 


SPENCER THERMOSTAT DIVISION 
LIxoO 2512 FOREST STREET, ATTLEBORO, MASS. 
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How Does Gracely Answer? 





One special promotional gimmick 
to keep the name of the store before 
cleaner owners is an adhesive band 
attached to all machines which go 
through the service department. The 
sticker carries the store name and 
telephone number. 


No Part too Rare 


Because it generates a major por 
tion of the walk-in store trafhic, the 
service and parts department is ex 
ploited for every inherent promotional 
possibility. Gracely has worked up 

reputation for handling hard to find 
parts 

“When a customer comes in and 
wants a brush for a _ 20-year-old 
cleaner, she’s not going to forget us,”’ 
“We've had customers tell 
us thev had spent two or three weeks 
or a month looking for a part they 
finally found here.” 

Stocks range from more than 30 
different type rug cleaning tools and 
bins of armatures to tinv switches and 
belts. Gracely savs he carries parts 
for 50 different trade names. 

“Thirty percent of our parts don’t 
sell for a long time,” he says. They're 
slow movers, but that’s what brings 
in the customers.” 


he SaVs. 


Paper Bag Tycoon 


Paper insert cleaner bags which 
Gracely hails as a boon to the busi- 
ness are bought in volume lots. Some 
appliance dealers and. department 
stores even buy their supply of bags 
from the California Vacuum Cleaner 
Co. One customer comes in once a 
vear. He is a Kansas tourist who puts 
in a year’s supply during his Cali 
fornia vacation. 

“He says no one stocks them in his 
town,”” Gracely says. “I can’t under- 
stand how any dealer would pass up 
the opportunity. We've always wished 
for something to be a repeat part of 
the business, something that would 
bring customers back in regularly.” 

Service department operations are 
designed to build good will. Gracels 
says the store never services a vacuum 
until the customer has been called up 
and given an exact estimate. 
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The store also gives a year’s war- 
ranty on repair work. If another part 
of the machine breaks down during 
this period, it is repaired without any 
labor charge. ‘he customer pays only 
for the replacement part. 

“Suppose we do a $6.50 repai 
job on a field coil, and later the arma 
ture breaks down,” he explains. ““W<« 
install a $25 armature. We haven't 
lost anything because we buy parts in 
such quantity that the discount takes 
care of the labor costs. And what's 
more important we've gained a friend 
ind potential customer.” 

(hrough the vears these good will 
promotional policies have paid off 
Word of mouth advertising is spread 
only by more than satisfied customers, 
Gracelv believes. 


Eight Daughters, Eight Sales 


“One of the best examples of this,” 
he says, “was a woman who bought a 
cleaner from me more than 25 years 
ago. She had eight daughters. Every 
time one of them was married, she 
would call me and tell me she ought 
to buy a cleaner. I’ve sold cleaners to 
all eight of them.” 

The California Vacuum Cleane1 
Co. trade area covers a 25-mile radius, 
including Southwest Los Angeles 
But business has come in from as far 
away as China, the Philippines and 
Canada. 

Gracelv, however, concentrates on 
selling at the store where the mass 
displavs of cleaners can back up his 
sales arguments. 

Although he no longer solicits door 
to door or by telephone, he will go 
into his sales spiel on a telephone in 
quiry and sel! the caller on a home 
demonstration of several models. 

These telephone sales talks are al 
most as effective as those made in 
person at the store, a fact attested to 
by son R. E. Gracely. 

“After dad is through on the tele 
phone,” the son says, “the job is 
done. He’s given me the job of mak 
ing the demonstration, but all I have 
to do is walk up to the house. The 
customer has already been convinced.” 
































End 
| - 
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“THE DISHWASHER, MY DEAR, IS OVER THERE!”’ 
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Bring More Customers 
and greater profits 


Your Way With 


a 


actually cost less than a conventional automatic range. 


Advanced _in_ engineering, exclusive in features, the 
world’s most beautiful styling — each of these phrases de- 
scribes in part the dynamic PREWAY Wallchef and Counter- 
chef — far and away the greatest selling story in built-ins. 








A glance shows you the visible firsts . . . full-size oven... 
eye level controls eliminate all stooping . . . glass oven 
door . . . complete flexibility of surface units .... modern 


Inc. 


1954 


9124 Second Street, North, Wisconsin Rapids, Wisconsin 


W a 


Se Ot ee OD 


ap test 
Bie 


pres 


wa tt tiwia Me tiwia 






OVEN WALL OPENING — 
2134" W x 2854" Hx 23" D 
2- ELEMENT UNIT — 
13-9/16"° W x3%"H 

x 21%" D. 


stainless steel design with distinctive gold trim. 

But there’s more, much more to the Wallchef and Counter- 
chef than meets the eye. There’s a functional engineering 
story, the easiest-of-all units to install — plus the most ex- 
citing price news in the industry that puts these quality 
Bilt-Ins into a home for less than the cost of a conventional 
automatic range — electric or gas. Think what you can do 
with this full profit opportunity. Plan now to see PREWAY 
at the Markets; or phone, wire or write today for the most 
exciting news in cooking history. Available through better 
distributors everywhere. 









Counterche 


Electric Bilt-In Units 




























nd 





Wellche and 
Counterchef 


Bilt-Ins available 
in gas models, too 








Space 1198 


Merchandise Mart 
Chicago 


Space 549-A 


American 
Furniture Mart 
Chicago 


Space 509 


New York 
Furniture Exchange 
New York 
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Come on in... 
the selling’s fine! 


Make it easy for folks in your community to find you. Reach them through 
the buying guide they depend on — the ‘yellow pages’ of the telephone 
directory. 


Your advertising messages in the ‘yellow pages’ put important iaforma- 
tion about your business in homes all over town. In addition to reminding 
old customers of your name, address and telephone number, they are a sure 
way for reaching newcomers and telling them about the branded merchan- 
dise, products and services you have to sell. 


Adequate identification of your business in the ‘yellow pages’ will help 
increase sales. Talk it over with your ‘yellow pages’ representative. 













































































FOR FURTHER INFORMATION CALL YOUR LOCAL TELEPHONE BUSINESS OFFICE ‘ 
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Cookie Promotion 
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Westinghouse agreed te stand one- 
half the cost of all advertising and 
prizes, while the Girl Scouts would 
contribute their presence, moral sup- 
port and baking activities as demon- 
strations. 


Promotion Clicks 


The success of the promotion was 
exceptional. Barrow found that he 
had underestimated the drawing 
power of his promotional efforts. 
Long before the program got under 
way, throngs were trying to get a 
ringside seat in the store. 

“Even an hour before the first ses- 
sion began,” recalls Barrow, “the 
crowd was spilling out of the store 
and overflowing the sidewalk. We 
put as many chairs as we could get 
out on the sidewalks and blocked off 
traffic but still it wasn’t enough.” 

The program was diversified. Peter 
Rich and his talking dummy went 
from group to group humorously ex- 
plaining the washer and dryer demon- 
strations as the home economists put 
them on. Westinghouse entertainers 
staged a hilarious “No Soap” Opera 


BBB BBD DD PGI IID ID PD P"P"P“P 


Wouldn't it be wonderful for 
electrical appliance dealers if they 
could borrow money as easily as 
they can borrow trouble? 





and Hank Cohen, widely known local 
business man, at intervals auctioned 
off cookies baked by the Girl Scouts. 
One session featured a county com- 
missioner and a city commissioner— 
who were brothers, by the way—in a 
laundry duel for the title of champion 
local male launderer. 

Shows were put on at 2 and 7:30 
p. m. daily. Four prizes of Westing- 
house electric roasters were awarded, 
one at each session, and a grand prize 
of a new Laundromat, valued at $300 
was awarded at the final show. In 
addition, several door prizes were 
given away. Many of the cookies 
auctioned off were resold later by the 
purchasers to public-spirited citizens 
for higher amounts and the money 
donated to the Girl Scouts. 


Distributor Hails Result 


Larry O’Neill, Westinghouse sales 
representative for the area, called it 
one of the best promotions ever 
staged in his domain. As a direct re- 
sult of the “Laundry Frolics”, O’Neill 
points out, the sale of laundry equip- 
ment by Arcade Electric Co., was 
stimulated by approximately 30 per- 
cent over normal for-that time of the 
year, and the sale of other appliances 
also increased. In addition, more than 
2,000 spectators attended and regis- 
tered for the show, providing Barrow 
with a fine future prospect list; the 
Girl Scouts wound up with $134.50 
toward their building fund; 12 prize 
winners went home happy, and every- 
body else had a good time. End 
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Cross Over The Bridge. 


TO THE LAND OF PROFIT...AND PRIZES 


S WITH 





Starting November 15, 1954 and ending 
midnight, January 31, 1955, all Deepfreeze 
dealers will win valuable prizes from every 
Deepfreeze appliance purchase. The more 
you buy, the more you make. 

There is no limit to the number of prizes 
you can win! 

Over 1500 different items of America’s 
finest merchandise...everything from furni- 
ture to fishing gear. All nationally advertised 


Deep 


HOME 


Deepfreeze 





+ 3 
# 


Here is one of the greatest 
profit, and prize, opportunities 
ever offered appliance dealers! 





products...Gruen, Elgin, Kodak, Revere, etc. 

If you are already a Deepfreeze dealer 
you will soon receive the big, beautiful cata- 
log from which to select your prizes, as well 
as the rules and ordering procedures for this 
mammoth campaign. 

If you are not yet a Deepfreeze dealer, 
see your local Deepfreeze distributor, or 
write us direct. Learn how you, too, can par- 
ticipate in profits and prizes with Deepfreeze, 


freeze 


APPLIANCES 


North Chicago, Illinois 


Deepfreeze Home Appliances, North Chicago, Illinois. Makers of genuine Deepfreeze Home Freezers, 
Refrigerators, Room Air Conditioners, Electric Ranges and Water Heaters. Specifications subject to 
change without notice. Deepfreeze Home Appliances also sold in Canada by authorized dealers. 


Remember! Write, wire, or phone for details today on the Deepfreeze ‘Cross over the Bridge’’ campaign 
































CHEST AND UPRIGHT 
HOME FREEZERS 


REFRIGERATORS AND 
COMBINATIONS 

















= 


a 























ROOM AIR 
CONDITIONERS 


ELECTRIC 
RANGES 


ELECTRIC 
WATER HEATERS 
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1,500,000 WRINGER WASHERS 
SOLD LAST YEAR 


SELL 
Womans Sind 
WASHERS 


e NEW 1955 MODELS 
@ NEW, EXCLUSIVE FEATURES 








...t0 make sure you get your share! 


profit after freight 





2 Buy from a manufacturer with over 50 years 
experience making wringer washers 





Brand New Exclusive Features! 


eae SPACE 1792-93 


American Furniture Mart @ January 3 to 14 












CENTRAL RUBBER & STEEL CORPORATION, FINDLAY, OHIO 
> Over half a century building GOOD washers 
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A Promotion a Week 
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took them all. As a result we sold 
more vacuum cleaners in that week 
than we had done in the three pre- 
vious months.” 


Iron Promotion Follows 


The following Monday morning, 
newspaper ads told Wilmington resi 
dents that they could get a $9.95 
value ironing board absolutely free 
with the purchase of a $10.95 electric 
iron. The offer was possible because 
of a special buy in ironing boards 
which Sandifer had made. As in the 
case of the vacuum cleaner campaign, 
sales of irons were considerably in- 
creased. The promotion in irons, 
similar to all others, ran only one 
week and was succeeded by a ‘dkeent 
promotion the following week. 

“One of the most effective promo 
tions,” declares Sandifer, “‘is the offer 
of a $6.95 value antenna with every 
television set we sell. The antenna is 
alwavs in the buver’s mind when he 
thinks of buving television. Our ads 
tell him to forget about the antenna. 
Just buv the set and he'll get one 
free.” 
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When a man starts knocking the 
electrical appliance business, it proves 
just one thing: He’s a failure at it. 
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Another MacMillan & Cameron 
offer was a set of aluminum ware with 
every electric range. By unpacking the 
set and placing its various pieces on 
top of a display range, the coinpany’s 
salesmen were able to tell the pros- 
pective customer that if he wanted to 
buy the range, he could take the 
aluminum ware set right along with it. 
It was an offer which struck an im- 
mediate response among women. 


A Bigger Stunt 


One of MacMillan & Cameron’s 
larger promotions lasted four wecks. 
Designed to keep a steady flow of 
trafic coming into the store, a free 
television set was offered at a drawing 
every Saturday night to some lucky 
customer who came in and registered 
during the week. To spur customer 
interest, Sandifer sent out 5,000 cir- 
culars by direct mail in addition to 


(Continued on page 84 
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For conventional windows— Fer casement windows — the 


six models, one that’s just right for every size room and 
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; yudget. Super-quiet operation, greater cooling capacit Condit: 
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Bee automatic reverse-cycle 





ate: 


gineered for quick, easy installation 
inside casement windows without 
cutting glass or altering window 
frame! Gives you sales where others 
can’t compete! 


operation for chilly | 
weather heating and | 
many other standout 
features. 























4 reasons why you'll profit selling Airtemp Room Air Conditioners! 


1, Specialists to help you—our only busi- 2, Your prospects know the Chrysler 3, You sell with franchise protection— 
ness is air conditioning, but, better yet, Airtemp name—associate it with engi- distributors and dealers are franchised. 
our field people are factory-trained and neering leadership. They have complete 
experienced merchandisers. They know confidence in the room air conditioners 
how to get room air conditioners into the which bear the Airtemp name. 

hands of consumers! 
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4. You sell a product that stays sold and 
you don’t have to pay back your sales 
profit in service. 
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FOR DETAILS—MAIL COUPON TODAY! 
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| Room Air Conditioning Department, Airtemp Division, EM-12-54 
| Chrysler Corporation, 1600 Webster Street, Dayton, Ohio 
CHRYSLER 
| Yes, I'm interested—please rush complete details, 
5 RTE MP | 
) Name. 
DIVISION CHRYSLER | 
Address 
| 
AIR CONDITIONING FOR HOMES, BUSINESS, INDUSTRY! City. Zone State 
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During Hotpoint’s Golden Anniversary Celebration 
all stops will be pulled to support Hotpoint Dealers 
with the most spectacular consumer sales drive in 
the history of the appliance business. 


The impact will be /ocalized in each dealer’s store to 
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Hotpoint Golden Anniversary Celebration 
To Be The Most Intense Sales Drive 
Ever Conducted By Any Manufacturer 


make it your own golden selling opportunity. Full 
details will reach you soon. 1955 will be your year, 
Mr. Hotpoint Dealer. There’s a Golden Era ahead 
for you! Watch for the promotion that’s going to 


exceed anything the industry has ever known. 


with the 
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MSO year. 


Hotpoint 1955 Full-Line Franchise 
To Offer Revolutionary Advancements In 
Hotpoint’s Gole 2n Anniversary Appliance Line! 


Hotpoint begins its second 50 years with advance- | Golden Anniversary Line. Hold everything until 
. ’ ments in its entire full line that are years ahead of | you see what Hotpoint has ready for you. You'll 
competition. All the knowledge Hotpointhas gained —_ get the whole story soon. Hotpoint’s Golden Anni- 
‘ 2 during its 50 years of contributing product leader- __versary is Your Golden Opportunity to make 1955 your 


, 


ship to the industry is concentrated in its 1955 record year! 
* & & 
Full-Line Franchise; 


RANGES © REFRIGERATORS © DISHWASHERS + DISPOSALLS® +» WATER HEATERS + FOOD FREEZERS + AUTOMATIC WASHERS + CLOTHES DRYERS + " DEHUMIDIFIERS * CABINETS 
HOTPOINT CO, (A Division of General Electric Company) 5600 West Taylor Street, Chicago 44, Illinois 
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On 
Strate ier 


Clock the speed of an element controlled 
by a Proctor Infinite Flasher Switch. 


| A Promotion a Week 













BUTTER — melts in 15 seconds 








BACON — sizzles in 30 seconds 


newspaper and radio advertising. 

There was no obligation on the 
customer's part; he just came in and 
registered, then went on his way 
hoping he would be the lucky one 
come Saturday night. But to Sandifer 
and his salesmen, the promotion was 
a bonanza. It drew more than 28,000 
registrants into the store—an averags 
of about 7,000 a week—and increased 
sales across the board as well as pro- 
viding a fine list of future prospects 
for appliances. 

The free television offer, however, 
was not considered as a part of the 
firm’s weekly promotion program. It 
ran simultaneously with campaigns in 
electric ranges, home freezers, vacuum 
cleaners and electric housewares, all 
of which were helped considerably 
by the increased flow of traffic into 
the store. 

Sandifer’s promotional calendar al 
ways takes proper recognition of holi 
davs and At Thanksgiving, 
for example, there’s always a_ frec 
turkey which goes with the purchase 
of a refrigerator, range or washing 
machine. At the Easter frec 
bunnies and chicks go along with 
freezers, dishwashers or air-condition 
ing units, and there’s always some 
thing for mother on Mother’s Day 

If a promotion proves to be good, 


seasons 


season 
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later week in the year but never too 
frequently nor too close to the last 
similar promotion. Sandifer’s full 
promotional calender, therefore, in- 
cludes from 20 to 25 all-different pro- 
motions with repeats ranging from 
one to four times during the year. 


Trade-Ins Are Promoted 


Trade-ins form a standard part of 
the MacMillan & Cameron promo- 
tional procedure. At regularly spaced 
intervals, the company offers $100 
trade-in on old refrigerators, regard- 
less of size or condition, and $50 
trade-in on old ranges. ‘Trade-in 
offers vary on other old appliances but 
the Wilmington buyer knows that he 
can get a fair offer on almost any 
other item in the appliance line which 
he may have. 

Considerable planning and prepa 


ration are necessary for the promo 
tions which Sandifer cooks up for 
MacMillan & Cameron. Not onl 


must details be worked out and ready 
to put into operation a week or so 
before the selling promotion begins, 
but the buving factor enters into the 
picture also. As an alert merchandiser 
with the full program of promotions 
which he has, Sandifer must be con 
tinually on the lookout for special 
buys such as the ironing boards, an 








EGG—'"slow” fries in 2 minutes, 1] 
seconds 





WATER—1 pint boils in 3 minute 
—faster than any other element-switc 
combination 
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All of these cooking-time com- 
parisons were made under 
rigid, impartial conditions. 
You can duplicate them on 
your own sales floor right 
under the eyes of your pros- 
pects—if the electric range 
you sell is equipped with the 
Infinite Control 
Flasher Switch. 


Proctor 





Tell Your Manufacturer 
How Important 

These Selling Features 
Are To You. 

He'll Listen! 


Equipment Division, PROCTOR ELECTRIC CO. 
3rd St. and Hunting Park Ave., Philadelphia 40, Pa. 
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is in the case of the television an tennas and aluminum sets mentioned 
tennas, it is often repeated during a above End 
IDEA FILE ELECTRICAL MERCHANDISING will pay $10.00 for accept 
able photographs of dealer ideas similar to the one below. 


in bringing customers into the store. 


window displays helped the promotion along. 
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SCHOOLBOY SALESMEN ore an important aid to sales at Brown’s Hardware, 
Wichita, Kansas. The young salesmen are shown above holding handbills, 
full page reprints of a Norge newspaper advertisement that they distributed 
to potential customers. Sales incentive was the free bicycle each received 
when six Norge appliance sales had been credited to their promotional work 
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TV spots, newspaper ads, and tie-in 
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In three years, 
1953-52-51, 

electric utilities 

were bought by the 
following percentages of 





St 'CCESSFUL Fur MING 


subscriber families ae 


new wiring 


water heater 
new washer 
new ironer 
clothes dryer . 


new refrigerator . 
home freezer . 


new range 
exhaust fan 


sewing machine 
vacuum cleaner 
electric blanket 
heating pad 
electric clock . 


radio set 
television set . 


hand iron 

steam iron 

mixer 
automatic toaster 


toaster, non-automatic 


waffle iron 


toaster and grill 
coffee maker . 
roaster 
portable fan 


light fixtures . 
fluorescents 
floor lamps 
table lamps 
other lamps 


14% 


12% 
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Know any better 
customers 2. e ethan the 1,300,000 families served 


by SUCCESSFUL FARMING?... Their earnings are high, 1953 
average cash farm income was almost $10,000. Their families 
are larger, live more at home, eat more at home, need and 
use more equipment... In the past three years, 82% have 
remodeled or repaired their homes, and 4% have built new 
houses .. . The wiring installation is more recent than in 
most urban houses, and is adequate for higher loads... 
Installation usually costs the farmer less than the urban 
resident . . . SUCCESSFUL FARMING alone represents an electrical 
market equivalent to another national suburbia... And no 
other medium reaches so much of the country’s best farm 
buying power, has more respect and influence in its market 


... Ask any SF office to tell you more. 


MEREDITH PUBLISHING COMPANY, Des Moines... 
offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco and Los Angeles. 
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PORCELAIN ENAMEL 


” @ Witt wat rout, burn, oF discolor 
® Does not orbor odors or germs 
® As easy 0 clear 01 © chine dink 
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Point out this label on the 
product. It identifies gen- 
vine Porcelain Enamel, 
made in accordance with 
P.E.1. standards. 





ovr new free booklet “Selling 
Facts About Porcelain Enamel.” It 
gives suggestions for conducting 
demonstrations, and ideas you 
can use in describing the specific 
advantages Porcelain Enamel pro- 
vides for various appliances. 














DEMONSTRATIONS 


that prove the high quality of Porcelain Enamel 


Make Selling Easier! 


People believe what they see. Show customers that 
Porcelain Enamel is not burned by the searing hot 
flame from a blazing book of matches, that it isn’t 
scratched by the sharp milled edge of a coin, that 
household acids don’t harm it. Then they know 
that you are justified in calling Porcelain Enamel 
“the Lifetime Finish.” They know that no other 
finish can withstand these tests. 

Porcelain Enamel provides unequalled resistance 
to service hazards because it is made of rock-like 
materials melted and fused to steel at white heat— 


This message sponsored by the Frit Division of the 


PORCELAIN ENAMEL INSTITUTE, INC. 


1346 Connecticut Avenue, N. W. 


Washington 6, D. C. 


about 1500° F. It doesn’t rust, fade or discolor. A 
bread knife won’t scratch it, fruit acids or juices 
won’t harm it, a forgotten cigarette or a hot skillet 
won’t burn it. It’s as easy to keep clean and as 
sanitary as a china dish. 

Your demonstrations prove the high quality of 
the finish, and open the way to a convincing 
explanation of other high quality features of the 
washer, dryer, range, refrigerator or other appliance 
you are selling. Use the porcelain enamel finish as 
an extra value feature to clinch the sale! 


Please send a free copy of your new booklet “Selling 
Facts About Porcelain Enamel’’ to— 


NAME 





COMPANY 





ADDRESS 
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Porcelain Enamel Institute EM-12 
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G-E Kitchen Center 


General Electric Co., 
Major Appliance Div., 
Appliance Park, 
Louisville 1, Ky. 


Device: G-E “Electric Kitchen 
Center” combines 4 appliances in 
1 unit. 
Selling Features: “Center” contains 
a combination washer-dryer, a Dis- 
posall-equipped sink, an automatic 
dishwasher and an electric range 
complete with storage drawer. All 
units are mounted together under | 
stainless steel 84 ft. counter; entire 
center may be placed as a single in- 
stallation in any type kitchen; back- 
splash panel behind sink has a 
l-control faucet; plug-in appliance 
panels with 4 receptacles in each, 
are located on both sides of sink, 
including one controlled by flush- 
mounted timer; pull out cutting 
board at left of sink; a lighted stor- 
age compartment under sink con- 
tains a plastic trash basket, towel 
rack and shelf for cleaning powders, 
and a potato and onion bin. 
Available in 5 : Mix-or-Match 


colors. 





G-E Wall Refrigerator-Freezer 


General Electric Co., 
Major Appliance Div., 
Appliance Park, 
Louisville, 1, Ky. 


Device: New. G-E wall, or cabinet- 
like, refrigerator-freezer combina- 
tion, LW-10. 

Selling Features: Hangs on wall at 
shoulder level; features a double- 
door, automatic defrosting refrigera- 
tor and a single-door freezer in- 
stalled in one cabinet unit with all 


PRODUCTS 


Dees F 


compartments with 


APPLIANCE 


food shelves accessible without 
stretching, etc; has 8 cu. ft. re- 
frigerator capacity, and 2 cu. ft. 
freezer compartment capacity, or 
73 lbs. frozen food; 64 in. wide, 
394 in. high, 174 in. deep; is in- 
stalied with special retainer and 
bolts which anchor securely to wall 
studs or may be completely re- 
cessed into wall or in a built-in 
wall alcove. 

Available in white, turquoise, 
vellow, pink, blue or brown; 8-in. 
Textolite base strip extends across 
cabinet base; white porcelain refrig- 
erator interior; aluminum freezer 
interior; automatic lighting in re- 
frigerator; magnetic seal automati- 
cally shuts and seals door. 

Refrigerator has 5 aluminum 
shelves, 3 adjustable up or down; 
2 one-half bu. fruit and vegetable 
transparent 
sliding doors; 5 removable, adjust- 
able shelves on double doors—2 de- 
signed for eggs; a butter keeper. 
Freezer compartment has 3 alumi- 
num storage shelves, a special ice 
tray shelf, 4 ice trays; 3 adjustable 
and removable shelves on inside of 
freezer door, for frozen juice cans. 





WESTINGHOUSE Rotisserie 
Westinghouse Electric Corp., 
Electric Appliance Div., 

Mansfield, O. 

Device: Westinghouse _ rotisseric, 
designed for use with any Westing- 
house roaster-oven. 

Selling Features: Finished in _pol- 
ished aluminum and shaped in half- 
cylinder, the new rotisserie makes 
the roaster oven an all around appli- 
ance for any cooking job; also avail- 
able separately as an inexpensive 
rotisserie placed on top of a roaster- 
oven inset pan and supported by a 
modern wrought iron stand. When 
used with roster-oven it roasts, 
bakes, grills as well as rotary broils; 
has 12-Ib. turkey capacity; 

A 1500-watt nickel-chrome ele- 
ment mounted on aluminum 
coated steel heater-reflector pro- 
vides infra-red rays; a 3600 rpm 
motor provides reduced speed of 
34 rpm of spit per minute; plastic 
handle on front reflector; rotisserie 
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unit weighs 10 Ibs, is 20 in. long, 
134 in. wide with 53 in. clearance 
between spit and element it is 
capable of broiling meat 8 to 10 
in. diam. 

Accessories include a party cart 
with removable top shelf that holds 
rotisserie when used in combina- 
tion with roaster-oven or when used 
with inset pan alone; top shelf also 
serves aS convenient serving tray. 
Other accessories include broiler 
grid, timer clock and cabinet. 
Prices: Rotisserie alone, $29.95; 
with roaster-oven, $73.90; with in- 
set pan only and wrought iron wire 
stand, $39.95; party cart, $19.95. 


CROSLEY Shelvador 
Refrigerators 
Crosley Div., 
Avco Mfg. Corp., 
1329 Arlington St., 
Cincinnati, 25, O. 
Models: 6 new Crosley Shelvador 
refrigerators include a Duo Shel- 
vador RFG-125 freezer-refrigerator 
with zero locker located at bottom. 
Selling Features: Duo Shelvador 
RFG-125 has a 130-lb. freezer 
locker that rolls out and defrosts 
automatically; in 2 sections: freezer 
drawer with 2-way-door swings 
down for access to ice cube trays, 
dessert tray, also pulls out to use 
as a drawer. Lower section is a 
roller bin for bulky foods, glides 
out on nylon rollers. 

Refrigerator section in upper 
half has 9.2 cu. ft. capacity; 
through-the-door beverage server; 
roll-out shelves; recessed door 
shelves; 3 lift-out egg shelves hold 
27 eggs; separate temperatures pro- 
vided for 5 types food refrigeration: 
frozen, dairy, meats, fresh vege- 
tables and pastry. 

Other models include CAG-125, 
124 cu. ft. refrigerator, with auto- 
matic defrost; through-the-door 
beverage server; roll-out shelves; 
recessed door shelves, 5 storage 
temperatures; 70 Ib. freezer locker; 
4+ Ib. butter safe, roller mounted 
crisper. 






ANNA A. NOONE 


ter 


CAG-11, 10.7 cu. ft. has 50 Ib. 
freezer locker; 3  lift-out egg 
shelves; butter safe, cheese safe; 
deep door design; roll out shelf; 
drop down quarter shelf; Presto- 
matic defrosting, “Freeze-Away” 
defrost tray. 

DAG-95, 9.5 cu. ft. model has 
42 lb. freezer locker; Prestomatic 
defrosting; 4 recessed door shelves; 
roller-mounted crisper. 

DG-8 has 7.6 cu. ft. capacity, 28 
Ib. freezer locker; 10 Ib. frozen 
storage drawer; 4 recessed door 
shelves; butter safe; transparent, 
full-width crisper. 

SG-7 has 7 cu. ft. capacity, 28- 
Ib. freezer locker; 10 lb. frozen 
storage drawer; 3 door shelves. 
Prices: RFG-125 refrigerator-freezer 
combination, $549.95 to $189.95 
for SG-7. 








MAYTAG Washer and Dryer 


The Maytag Co., 

Newton, towa 

Device: Maytag 1955 Supermatic 
automatic washer No. 101P and 
matching dryer. 

Selling Features: New control back 
panel with easy-to-read dials; com- 
pletely automatic operation for all 
wash times; flexible controls allow 
changes at any time in cycle; Gyra- 
foam wash action gentle enough for 
finest fabrics; double-spin tubs carry 
dirty water away from newly washed 
clothes; balancing rung automati- 
cally corrects unbalanced loads; 
safety lid stops operations in any 
phase of cycle when opened; auto- 
matic water level control adjusts 
wash and rinse water. 

Supermatic dryer features a new 
control panel with easy-to-read 
dials; Waterfilm action; new drying 
principle that keeps room free from 
lint and moisture; no vent pipes; 
flexible heat and timing controls; 
double insulation keeps heat in; 
full flush opening swing door with 
automatic safety control that shuts 
off motor when door is opened. 

Finish on both models is white 
baked enamel with gray kick plates. 
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CROSLEY Ranges 


The Crosley Div., 
Avco Mfg. Corp., 
1329 Arlington St., 
Cincinnati, 25, O. 


Models: 7 Crosley ranges in 1955 


line. 


Selling Features: 3 top models 
CTG-40, CG-40 and SDG-40 Dia 
lectric ranges feature infinite heat 
speeds with dial type control—3 
Tel-A-Heat and 1 Therm-A touch 
on two top models and 4 Tel-A- 
head on SDG-40. Therma-A touch 
unit with magic finger, automati- 
cally measures cooking temperature 
and regulates flow of current to pre 
vent burning. Holds dialed heat 
until turned off. 

CTG-40 (double oven model) 
and CG-40 have 2100-watt doubk 
duty Fry-R-Bake deepwell cooker 
a thermostatically controlled oven 
deep, fat fryer, deep well unit, that 
lifts up to become a surface unit 
and cooks automatically. 

All models employ new Micro 
Rod slim tube surface units; a new 
grey stipple interior oven interior, 
divided top. 

Other features include 3-in-] 
griddle-grill as optional accessory. 
CG-30 and EG-30, 30-in. ranges 
feature large “Holiday” oven; ti 
tanium enamel finish; “charcoal 
heat” broiler; self-sealing oven door 
Bake-Best oven unit. 

Prices: From $449.95 for DTG-40 
double oven model to $189.95, for 
EG-30, 30-in. model. 








WESTINGHOUSE Fans 


Westinghouse Electric Co., 

Fan Department, 

Electric Appliance Div. 

Springfield, 2, Mass. 

Models: 3 new Riviera fans, 2 de 
luxe window fans and an improved 
version of the Mobileaire highlight 
the 1955 Westinghouse fan line. 
Selling Features: Riviera 45 No. 
R-4520 top of line, is a flexible all- 
in-one home cooling unit for use on 
table as circulator; floor, as hassock, 
and with mobile adapter accessory 
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it becomes a portable fan on wheels, 
with a window mount it becomes a 
window intake or exhaust fan. 

Riviera “10” and Riviera ‘‘20” 
also feature full circle adjustment; 
curved air injector rings channel in- 
coming air from side into air stream, 
permitting additional air to flow 
into blades from behind. Diffuser 
tops for “10” and “20” replace Air- 
Jet vanes when used as hassock fan. 
Additional accessories for “‘10”’ and 
“20” are window adapter panels 
for sash and casement type win- 
dows. Riviera “10” panels have 2 
openings so that 2 fans can be used 
in same window. 


ae 





Super Mobilaire model, MA- 
6020, features twin blades; air in 
jector rings; mounted on wheels, it 
can be rolled wherever needed; ex- 
hausts 6000 cfm; can also be ad- 
justed to desired height. 

Window fans WF2520 is capa- 
ble of changing air in 2 to 4 rooms 
every 2-min; 20-in. fan, easily in- 
stalled, allows window to be closed 
when fan is not in operation. WF- 
1320, changes air in 1 or 2 rooms 
every 2 min; chrome grill on both 
models. 

Other models in line include 

Mobilaire, deluxe Debonaire; Big 
Twin window fan, 3 Whirlaires, 
Poweraire 10-in. window fan, 3 
Poweraire desk-bracket oscillators 
and 3 Livelyaire models. 
Prices: R-4520 Riviera, $69.25; 
Riviera “10”, $29.95; Riviera “20”, 
$39.95; Super Mobilaire MA-6020, 
$119.95; window fans WF-2520, 
$69.95: WF-1320, $54.95. 





DEEPFREEZE Refrigerator- 
Freezers 
Deepfreeze Appliance Div., 
Motor Products Corp., 
North Chicago, III. 
Models: 3 new Duplex refrigerator- 
freezers and 4 conventional type 


refrigerators, in Deepfreeze 1955 
line. 

Selling Features: Duplex models 
have 2 distinct compartments with 
separate sets of cooling tubes; one 
model has 2 outer doors and 2 
models have full length outer doors 
and freezer doors inside; refrigerator 
compartment is located at top, 
freezer compartment at bottom; 
constant zero-or-lower teinperatures 
are maintained in freezer zone; an 
“Electronic Sentinel’ regulates 
cooling system to assure correct 
temperatures in both zones; each 
zone has separate 10-pt. tempera 
ture control; with each cooling 
cycle frost is automatically melted 
and evaporated. 

Refrigerator storage has 7.3 cu. ft. 
capacity; 2-door model has 2 roll- 
out shelves, removable half-shelf, 
fixed shelf; meat container and 
deep door with crisper and _ stor- 
age for bottles, eggs, butter and 
cheese. 

Freezer compartment with re- 
frigerant tubes under and over the 
top shelf, is equipped with sliding 
shelf, sliding basket, ice trays and 
door racks for juice cans and pack- 
ages. Freezer capacity is 4.2 cu. ft. 
in 2-door model, 3.8 cu.ft. in 
others. 

4 conventional type refrigerators, 
capacities ranging from 11.5 to 
cu. ft., have cross-the-top freezing 
sections, and door storage. 

Copper-tone trim inside and out- 
side; cream colored interiors and 
coral accessories, white exteriors. 





G-E Built-In Ranges 


General Electric Co., 
Major Appliance Div., 
Appliance Park, 
Louisville 1, Ky. 


Device: New G-E custom built-in 
range with 21-in. oven and built-in. 
surface units. 
Selling Features: Oven installs waist 
high in a 27-in. cabinet with extra 
wall storage space optional above 
ind below oven unit; porcelain 
enamel exterior in choice of yellow, 
turquoise, blue, pink, brown; cop- 
per tones on control panel; oven in- 
terior of grey porcelain; automatic 
floodlight; straight and _ reversible 
shelves. Focused heat broiler con- 
centrates broiling heat; new Calrod 
self-cleaning bake unit preheats 
faster and maintains constant even 
heat throughout the oven; broiler 
unplugs for easy cleaning. 
Matching built-in surface unit, 
also available in 5 colors; designed 
for convenient installation in any 





36 in. base cabinet; sink-rim flanges 
make it mount flush with counter 
top; push-button control panel may 
be mounted in front of base cabinet 
or on wall; drip trays are removable 
through cabinet door; 4 units ar- 
ranged for maximum efhciency. 





G-E Ranges 


General Electric Co., 

Major Appliance Div., 

Louisville 1, Ky. 

Models: 6 free-standing ranges in 
G-E’s 1955 line include 40-in. 
Deluxe Liberator and Stratoliner, 
Stewardess and Airliner, and 2 
Spacemaker 24-in. models. 

Selling Features: All models feature 
pushbutton controls; wide-opening 
Master oven; all Calrod units; 
Focused heat broiler; Calrod oven 
bake unit. 

A new automatic Calrod surface 
cooking unit is featured in Liber 
ator and Stratoliner; new unit pre- 
vents boil-overs, overheating; lo- 
cated in left front position ‘t is 
governed by a thermostatic control 
knob; preheats automatically and 
maintains selected heat without 
manual adjustment; Liberator is a 
double oven model; Stratoliner a 
single oven model: both have new 
easy-visibility light grey oven in- 
tenors and floodlights. 

Medium price Stewardess and 
Airliner feature divided tops; Space- 
maker models, standard and deluxe 
provide 21-in. ovens; Spacemakers 
are available in yellow and green. 








GIBSON Freezers 


The Gibson Refrigerator Co., 
Greenville, Mich. 
Models: Gibson 1955 food freezers 
line includes 4 uprights, 3 chests. 
Selling Features: Line includes 11, 
17 cu. ft. and up cu. ft upright 
models and 10-cu. ft., 14 cu. ft 
and 20-cu. ft. chest type freezers. 
HFU-11, (shown) is designed as 
companion to a Gibson refrigerator 
and features Stay-packt shelves, 
new swing out basket for odd 
shaped or single packages; canned 
juice dispenser and door racks. 
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Act Now to Boost Next Summer's Sales 
... With G-E Motors and Sales-aid Tags 


DESIGNERS of the v/indow fans, room coolers, 
and kitchen ventilators you’ll be displaying 
next summer are now selecting the electric 
motors to power their new models. Those who 
choose General Electric shaded-pole motors 
will be adding both customer satisfaction and 
saleability to their products. 

YOUR CUSTOMERS know that “G.E.”’ stands 
for dependability . . . and they are continually 
being ‘‘pre-sold’’ on G-E motors. When the 
fans and room coolers you sell are equipped 


with G-E shaded-pole motors, cash in on this 
buyer preference by displaying these tags 
which tell your customers you take pride in 
your merchandise. 


ON YOUR SPRING ORDER express your pref- 
erence for G-E motors and ask your equip- 
ment supplier for these tags. They’ll pay off 
for you in increased sales of air-moving ap- 
pliances during the coming season. General 
Electric Co., Schenectady 5, N. Y. 


704-37 


Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 


ELECTRICAL. MERCHANDISING—DECEMBER, 


1954 


G-E SHADED-POLE MOTORS—designed for long 
operating life—feature permanently lubricated, quiet 
bearings, eliminate need for re-oiling service calls. 
Display ‘‘hang-on’’ tag to help boost your sales. 
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How tn got Way Ahoad 







inthe fan businosa 
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| 
Signal is the new word for Summer Comfort because only Signal has 
both kinds of natural room cooling . . . Diffused and Direct Air-Flow! 
““Way Ahead,” Signal introduces a completely new and natural cooling concept 
— an entirely automatic method of no-draft perimeter comfort-control. In performance, 
: = a F J - : x Automatic with Integrated motor 
and in appearance, these new Signal fans are truly Fan-tastic with their New Dimension Signal - Stat ont tein 
draft-free Breeze-Diffuser action. Or, turn fan around, flick electrically- ‘ 6 


reversible switch, and you have strong, direct cooling currents. To get ‘Way Ahead” 


this year, get Signal for your top fan line. 


ONLY SIGNAL HAS IT! 





Hideaway Available 
carrying handle Expander Panels 








see “Way Ahead” SIGNAL 


The Fan-tastic Fan Line 





National Housewares Show 





DIFFUSED COOLING DIRECT AIR FLOW 
Only Signal is "Way Ahead” with the Free Simply turn fan around and flick reversing - Zs 
Fiow Grille with no-draft Breeze-Diffuse: switch for delivery of powerful, direct currents Navy Pier, Chicago 
action; moves air sideways quickly, quietly of air to drive out “hot spots” or move air in 
without buffeting drafts. volume to comfort-cool several rooms. J 13 20 8 » 1105 07 

1 Jan. 15-20 - Booths - 
———_ -—-__-_——— 
SF, % SIGNAL ELECTRIC DIVISION + KING-SEELEY CORPORATION 
sas ® Menominee, Michigan 
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DEEPFREEZE Freezers 


Deepfreeze Appliance Div., 

Motor Products Corp., 

North Chicago, Ill. 

Device: 4 upright and 4 chest mod- 
els are included in Deepfreeze 1955 
freezer line. 

Selling Features: A new interme- 
diate size that holds 563 Ibs. in 
16.1 cu. ft., is offered in the up- 
right freezers; other uprights have 
12, 18.6 and 18.9 cu. ft. capacity, 
the new 16 cu. ft. model has 4 
vertical racks to dispense fruit juice 
cans; 4 package racks; 2 adjustable 
sliding shelves; a sliding basket; 2 
freezing shelves plus additional 
freezer tubing at top. 

Chest models include 7.7, 13.6, 
17,8 and 23.7 cu. ft. capacities; spe- 
cial baskets help organize the food 
supply; a tilt-tray swings up to lock 
against lid; other baskets may be 
slid aside or lifted out; 2-piece 
nested set; a pastry rack with 2 ad- 
justable shelves; a utility basket; up- 
right adjustable dividers are other 
features. 

Copper-tone is used outside and 
inside; cream colored interiors with 
coral accessories. 





KELVINATOR Ranges 


Kelvinator Div., 

American Motors Corp., 

Detroit, Mich. 

Models: 1955 Kelvinator ranges 
includes 5 40-in. and one 30-in. 
models. 

Selling Features: 2 Deluxe top 
models ER-495D and ER-495, 
equipped with disposable  alu- 
minum linings with special racks 
to hold foil to oven sides. These 
models are also equipped with 
2-in-1 “rocket” surface units—1500 
watts 6-in. units and 2100-watts, 
8-in. units, which are operated by 
“Dual Picto-Heat”’ circular switches, 
(half of switch, controls entire 
area the other half only the center 
coil). New control permits selec- 
tion of 5 marked heats from sim- 
mer to high, intermediate degrees 
can be ‘dialed-in’; colored lights 





NEW PRODUCTS 


indicate the heat that is on, and 
whether entire surface or just cen- 
ter coil is in use. 

Two top single oven models 
ER-475 and ER-495, have “Bonus 
Broiler” that makes it possible to 
broil and bake at same time by 
transferring broiler unit to left- 
hand storage compartment which 
is equipped with special broiler 
outlet. 

Other features include remov- 
able oven bottoms, removable sur- 
face drip pans for easy cleaning. 4 
models have glass window oven 
door. Newly designed aluminum 
backguards. Deluxe models have 
clock, oven timer, switches and 
other controls trimmed in_ black 
and gold, plus a full width fluores- 
cent lamp. 

30-in. model ER-375 features a 
“Great Scot” oven; “rocket’’ sur- 
face units; ‘“Picto-Heat” switches; 
automatic clock and minute minder. 
Prices: Deluxe double oven, 
$449.95; Deluxe single oven, 
$419.95. Other single oven 40-in. 
models from $199.95 to $329.95; 
30-in. model, $249.95 


eee ee 






ABC Laundry Line 
Altorfer Bros. Co., 

Peoria, Ill. 

Models: ABC’s 1955 home laundry 
line includes deluxe “Match-Mates”’ 
automatic washer-and-dryer; “Econ- 
omy Pair’ budget priced washer 
and dryer; and a new cabinet style 
spinner washer. 

Selling Features: “Match-Mates” 
washer features 2-cycle washing— 
one cycle for regular family wash- 
ing; the second cycle also located 
on single dial, provides automatic 
washing for fine fabrics and small 
loads, saving half the water, soap 
and time. 

“Shampoo” washing action with 
concentrated pre-wash _ sudsing; 
ABC’s Centric agitation plus over- 
flow rinsing and 3 separate rinses; 
back panel is colorfully styled; 9 
Ib. capacity tub of aquamarine-col- 
ored porcelain. 

“Jet-Aire” is name of drying 
method—high velocity air with a 
single low temperature heat. 

Spinner washer washes, rinses 
and spin-dries all in one tub, elimi- 
nating use of double-tub; uses ABC 
Centric agitator; selective control 
dial allows wash control. 

3-wringer washers and an auto- 
matic ironer round out 1955 line. 
Price: Match-Mates washer No. 80, 
$299.95. 
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UNIVERSAL Mixer 


Landers, Frary & Clark, 
New Britain, Conn. 
Device: Universal 
mixer. 

Selling Features: Built-in power 
unit operates juicer and meat chop- 
per without adaptors; unbreakable, 
stainless steel bowls in 1- and 3-qt. 
sizes; cast aluminum base has 
chrome finish; governor permits 
constant speed at all settings from 
low to high; easy-to-read control 
panel had mixing speed guide for 
mashing, chopping, creaming, mix- 
ing, whipping, beating, grinding; 
automatic beater release built into 
handle; motor tilts to side for easy 
inserting and removing beaters; 


chrome food 


2-position turntable adjustable for 
bowl heights; can be removed from 
base at touch of button and con- 
verted into hand mixer. 





TAPPAN Built-In Ranges 


The Tappan Stove Co., 

Mansfield, O. 

Models: “Tap’n Wall” line of 
built-in range ovens, surface units 
and griddle. 

Selling Features: ““Tap’n Wall’ 
clock-controlled oven available in 4 
styles: chrome-lined oven with vis- 
ualite window in lusterloy or cop- 


perloy finish, and porcelain-lined , 


oven with solid door in lusterloy or 
copperloy; ovens include broiler; 
lift-off oven door; convek-heat oven 
with 1-piece lining, visualite oven 
and chromium oven lining; control 
panel is mounted at eye-level and 
consists of an automatic clock, com- 
bination thermostat dial, broiler 
switch, 60-min. timer; peak switch 
for lighting visualite oven, bake and 
broil indicator lights and a circuit 
breaker. 

Surface units developed for in- 
stallation in any arrangement de- 
sired: divided top, cluster top or 
4-in-line; available in lusterloy fin- 
ish; flush mounted at desired height 
and location; complete storage space 
below and above range is allowed. 
The 4-surface elements with 7-heat 
selection are Chromalox speed-flex 





units with thinner element coils for 
faster heating and cooling and more 
heating area; 4-top-elements are op- 
erated by safety-spin switch;—a sepa- 
rate switch panel with indicator 
lights, appliance outlet and circuit 
breaker. 

Matching griddle, also a separate 
unit, may be installed anywhere in 
kitchen; griddle includes an infinite 
switch dial, heat indicator and re- 
movable grease sump. 
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~~ HOTPOINT FREEZER 


Hotpoint Co., 

5600 W. Taylor St., 

Chicago, 44, Ill. 

Device: Hotpoint upright food 
freezer, No. 4EM155. 

Selling Features: Has 15.5 cu ft. 
capacity, freezes 546 Ibs. food at 
10 degs. below zero; “Capri” green 
interior color styling; 1-piece wrap- 
around battleship _ construction 
body; automatic temperature con- 
trol permits variety of settings from 
zero to 10 below; 4 door shelves 
provide handy storage for juice con- 
centrate cans, ice cream, small pack- 
ages; rust-proof aluminum walls for 
faster freezing and 2 fast freezing 
shelves; are exterior; 


built-in door -lock; large storage 
basket; adjustable, removable shelf. 





GIBSON Ranges 


The Gibson Refrigerator Co., 
Greenville, Mich. 
Device: New line of Gibson ranges 
for 1955 includes three 40-in. full 
size ranges and two 30 in. space 
savers. 
Selling Features: Model H, (shown) 
has Gibson Ups-A-Daisy deep well 
cooker; Tel-O-Matic light which 
glows when settings have been 
made for automatic cooking; 2 
ovens, one with oven door window; 
combination timer and_ interval 
timer; 7-speed push button controls 
with individual pilot lights. 
Deluxe 30-in. range No. LD fea- 
tures 7-speed push button controls 
with individual pilot lights; 24-in. 
giant super heat oven; combination 
electric timer and minute timer; 
non-fog oven door window. 
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October 18, 1954 


\\ 


Mre Roland Ae Werth 
Western Manager 
Electrical Merchandising 
520 North Michigan Avenue 
Chicago ll, Tllinois 


Dear Roland: 


Our theme to the trade "NORGE IS HOT" needed a special and timely 
h as many appliance retailers, distributors and their 

salesmen as e. From previous experience in the appliance 

field, I knew that Electrical Merchandising would do the jobe 


When you're 4 leader you have to look and act like onee Our ad was 
big for this reasone And, each of our 72 distributors had his say 
in ite Each told about the growing sales momentum of NORGE and the 


enthusiasm the line arouses among dealerSe 


The impact of this 2h, page insert has been gratifying throughout 
the distributor and dealer trade. We received enthusiastic response 
and inquiries from key dealers, department store buyers throughout 


the countrye 


Concentrating in "Electrical Merchandising" has done a terrific 
job and NORGE will continue to use your publication to keep leading 
appliance retailers informed of our contimued progress d news 


about our companye 


DECEMBER, 
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1. Electrical Movehanstining 
han done atone job... 


says Judson Sayre, President, Norge Division of Borg-Warner Corporation 


Mr. Sayre’s letter answers the question most often put to us about 


impressive and effective trade advertising ... “What were the 
results of concentrating?” 


It proves one again what we’ve been advising our advertisers who 
want to build distribution: 

...a powerful concentration 

...in the one ABC paid-circulation trade magazine in the field 

... with high editorial and advertising readership 

gets you response from the key dealers and the smartest dis- 
tributors in the appliance-radio-TV market. 


> PLECTRICAL >: 


will 


VOU TUTTI A CA | cover the morket alone 


A McGRAW-HILL PUBLICATION * 330 WEST 42ND STREET, NEW YORK 36, N. Y. 
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Christmas sales or 


Why, sales and profits go hand in hand, you say. If you make 
sales you automatically make profits. . . 





But DO you? 


The fact of the matter is that your top-selling appliances these 
days are the ones which are giving you the smallest percentage of 
profit. These once-profitable volume appliances . . . in high satura- 
tion now . . . are the items which are being dealed to death. They 
are the appliances which will bring you plenty of sales this Christ- 
mas season, to be sure—but what kind of profits? 


Ah, but there is one high-ticket appliance left which gives you 
honest profits on every sale . . . one that leaves money in the bank 
after all the selling job is finished. And that’s the Ironrite Auto- 
matic Lroner. 


Sure, you have to sell Ironrites. Droves of people won’t rush in and 
take them away. But the little extra time you spend in selling them 
pays the biggest dividends in the business. And every sale you make 
opens the door to several automatic follow-up sales, as your 
customer tells her friends about this wonderful appliance that has 
emancipated her from ironing day drudgery forever. 








What are you after. .. 























Christmas PROFITS? 


Yes, you’ll make Ironrite sales . . . and profits, too. Here’s why: 


A superb product. Most Ironrite sales come from 
satisfied owners telling other people about Ironrite. 
How can you beat this for building volume? Every 
customer works for you. 


No installation costs. No trade-ins. Virtually no 
service costs. No co-op finagling. No trick deals with 
your competitors. All such expense is eliminated. 


A real profit. One of the highest markups of any big- 
ticket appliances—and a short line, with no huge 
investment. 


Don’t make a huge sales success this Christmas season, and have 
little in the pockets to show for it. Put some of your selling effort 
behind the appliance that brings in money you can keep! 


M lorvy Ctbnas 


...and a Prosperous JA hi Noa / 


IRONRITE INC., MT. CLEMENS, MICHIGAN 


| O n ry | e ... The appliance man’s appliance 
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LEONARD Ranges 


Leonard Div., 
American Motors Corp., 
Detroit, Mich. 


Models: 6 ranges in Leonard 1955 
line. 

Selling Features: Ovening linings of 
disposable aluminum foil; special 
racks designed to hold aluminum 
foil are fitted to oven sides and can 
be easily removed; a year’s supply of 
pre-cut foil is furnished; removable 
oven bottom; surface units with re- 
movable drip pans and chrome 
rings; 2-in-l1 Rocket, surface unit 
operated by ‘Dual Picto-Heat’ 
switches; 6-in. units rated at 1500- 
watts; 8-in., 2100-watts. Half the 
circular ‘Dual Picto-Heat’ switch 
controls entire area of element 
while the other half operates only 
center coil. 

5 marked heats from “simmer” 
to “high” with intermediate heats 
available at turn of dial. 

Newly designed aluminum back- 
guards, black and gold trim on 
clock, automatic oven _ timer, 
switches and other controls on de- 
luxe models; full-width fluorescent 
lamp. “Bonus Broiler” on 2 models 
—a transferable broiler unit that 
makes it possible to broil and bake 
simultaneously in a_ single-oven 
range; broil unit is moved from 
right-hand position and fitted into 
special outlet in left-hand storage 
compartment. 

Glass window in oven door is 
featured in 4 models. 5 models are 
40-in. wide; one is a deluxe 30-in. 
model with “Great Scot” oven. Top 
of line, ER-495D is a Deluxe 
double-oven model. 

Prices: From $249.95 for 30-in. 
model to $449.95 for Deluxe 


double-oven, 40-in. model. 








GIBSON Air Conditioners 


The Gibson Refrigerator Co., 
Greenville, Mich. 


Device: Gibson’s 1955 line of 
room air conditioners includes de- 
luxe 3 and 1 h.p. models and stand- 
ard models as well as a 14 h.p win- 
dow model, and a complete new 
line of self-contained models for 
home and office. 
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Selling Features: New window 
models are designed to permit 3 
positions of room projection and 
may be flush mounted; deluxe 
model shown, features Gib-Sun-Air 
ozone lamp; push button controls; 
fresh air intake and_ exhaust; 
louvers for draft-free comfort; elec- 
trostatic dust magnet filter; super 
heat’r for chilly days; galvanized 
rust resistant metal exterior parts. 

10 new self-contained models in 
2, 3 and 5 h.p. sizes designed for 
easy installation; compact pack- 
aged type systems. All models have 
water cooled condensers, conven- 
ient controls and duct connections, 
available in single or 3-phase in- 
stallation. 





Po 


CROSLEY Shelvador Freezers 


Crosley Div., 

Avco Mfg. Corp., 

1329 Arlington St., 

Cincinnati, 25, O. 

Models: 3 upright Shelvador freez- 
ers augment 3 chest models already 
in line. 

Selling Features: UCG-13 has 13 
cu. ft. capacity and matches Super 
Shelvador CAG-125 in exterior 
design and is designed to place 
alongside it in home; catalogues 
its contents; all packages are in- 
stantly visible and within fingertip 
reach; door alone holds 100 pack- 
ages frozen food in tilt-down trays 
from which a package can be 
selected without disturbing others; 
gravity feed frozen juice dispenser; 
“dinner basket” for storing odd- 
shaped packages. 

Basket-type roll-out interior trays, 
labeled for meats, fruits, and a Fast 
Freeze compartment are included; 
foot pedal door latch; pastry racks. 
Other models DG-11U and DG- 
19U have 11] and 19 cu. ft. capacity 
and many of the features of top 
model. 


Prices: CG-13U, $449.95; DG- 
11U, $369.95; DG-19U, $599.95 


5 f" 





GLASSHEAT Baseboard Panel 


Continental Radiant Glass 
Heating Corp. 

1 E. 35th St., 

New York, 16, N. Y. 
Device: Glassheat 
baseboard heat panel. 


Selling Features: Hooded deflector 


“Footlighter” 
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incorporated in frame eliminates 
wall streakage; panels constructed 
of tempered glass fused with alu- 
minum strips; infra-red rays are pro- 
jected by means of metal reflector 
behind glass; maximum tempera- 
ture 300 degs. F; units may be 
mounted end to end in continuous 
strip across room; thermostat con- 
trol; 750 watt capacity, 245 volts 
a.c. or d.c.; grey hammertone finish 
panel frame is 9 in. high, 474 in. 
long, glass size 6x45. Other panel 
sizes 9x48 in. and 13x45 in. with 
1000 and 1500 wattages. 






DEEPFREEZE Air Conditioners 


Deepfreeze Appliance Div., 
Motor Products Corp., 
North Chicago, Ill. 


Models: 5 models offer 3-position 
mounting, push-button controls 
and quiet operation in Deepfreeze 
1955 line. 

Selling Features: New room air 
conditioners can be installed in 3 
positions: flush with draperies, flush 
with building exterior or midway; 
deluxe units are available in 14, 1 
and 3 ton sizes; standard units in 
1 and 3 ton sizes; besides cooling, 
filtering, circulating and dehumidi- 
fying air, the deluxe models are 
equipped with fresh air intake, stale 
air exhaust, 2-speed fan; thermo- 
stat and auxiliary heater; all models 
have colored push-button controls 
and washable electrostatic filters: 
special mounting provides quiet 
operation. 





CHROMALOX Heaters 


Edwin L. Wiegand Co., 

7500 Thomas Bivd., 

Pittsburgh, 8, Pa. 

Models: 3 portable automatic space 
heaters. 

Selling Features: New models have 
built-in thermostatic controls to 
maintain room temperatures; fully 
insulated, metal-sheathed tubular 
elements; one model, a small, 115- 
volt heater has 1500 watts capacity. 






Larger 230/240 volt models rated 
at 2400 and 4800 watts. 

Small model has range-type ele- 
ment; green hammertone finish 
with polished brass finish; full 
range, positive off position built-in 
thermostat control; weighs approxi- 
mately 74 Ibs.; 114 in. high. 

Large capacity 2400 and 4800- 
watt models have copper hammer- 
loid finish; Microtube elements; 
molded polarized plug for plugging 
into 20-amp a.c. circuits; weigh 32 
Ibs. 














GIBSON Refrigerators 


Gibson Refrigerator Co., 

Greenville, Mich. 

Models: New Strat-A-Zone refrig- 
erator-freezer, and Market Master 
refrigerator. 

Selling Features: Strat-A-Zone com- 
bination features a freezer locker 
in lower part of storage compart- 
ment with eye-level shelf storage 
for often used items; combination 
refrigerator-freezer provides 4 sep- 
arate cooling zones for storage of 
all types food. Other features in- 
clude Gibson’s bacon conditioner, 
butt’ry, 5 deep door shelves; 
swing shelf; 2 swing’r crispers; 
completely automatic. 

Market Master, designed for fam- 
ily with a food freezer, has 30% 
more space for fresh food; features 
include adjustable shelves; swing’r 
crisp’rs, door shelves, butt’ry, 
swing’r shelf, swing’r meat locker, 
left-over shelf with containers, 
bacon conditioner, automatic de- 
frost. 





UNITED Percolator 


United Metal Goods Mfg. Co., Inc., 
379 DeKalb Ave., 

Brooklyn, N. Y. 

Device: United automatic perco- 
lator No. 950. 

Selling Features: Brews 12 cups; 
per ecto over brass; non-drip, 
safe-pour spout; plastic handle; im- 
mersion type element. 

Price: $17.75. 
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INTERNATIONAL Window 
Fans 
International Oil Burner Co. 
Fan Div., 
3800 Park Ave., 
St. Louis, 10, Mo. 


Model: International model P-20. 


Selling Features: Portable unit has 
20-in. blades and a ys h.p., 3-speed 
motor which delivers 3500 cfm; 
lightweight fan compactly designed; 
grey-green baked enamel finish; pro- 
tective grill, suitcase type handle 
for carrying; fits windows 22 in. 
and larger; also available with tilt 
stand TX-20 and rollaway unit RA- 
20 accessories;. tilt stand allows 
mounting fan on floors, on or under 
tables or wherever fan is needed; 
Rollaway provides versatility, put- 
ting fan on wheels. 

Other fans in 1955 line are a 20- 
in. volume-price model and 20 and 
24-in. deluxe and reversible models. 
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CHRYSLER Air Conditioning 
System 

Airtemp Div., 

Chrysler Corp. 

1600 Webster St., 


Dayton, 1, Ohio 

Device: “Spacesaver”’ year-round 
residential air conditioning com- 
bination. 

Selling Features: New “V” type 
cooling coil provides air condition- 
ing with no loss of floor space, 
requiring only 144 in. additional 
height above the furnace; duct work 
can be installed easily and economi- 
cally; a complete “Spacesaver” in- 
cludes new “V-coil” (available in 4 
models) an Airtemp waterless or 
water cooled condensing unit, and 
an Airtemp lo or hi-boy furnace; 
seamless copper tubing is used to 
pipe Freon refrigerant between coil 
and condenser; latter can be lo- 
cated outside home, in garage, sub- 
floor crawl space or basement; fur- 
nace blower forces home air 
through coil, cooling and distribut- 
ing air throughout home. 
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REO Snow Plow 


Reo Div., 

Motor Wheel Corp., 

Lansing, Mich. 

Device: 1955 Reo, “Snow Throw” 
self-propelled snow plow. 

Selling Features: Small, 20-in. 
“Snow Throw” has a new 2} h.p. 
4-cycle engine with special carbure- 
tor heater that permits instant start- 
ing under most severe cold or wet 
conditions; “ultrasonic” muffler 
cuts noise in half; deluxe rewind 
starter standard equipment; special 
clutch disengages plowing blades; 
20-in. blades fashioned like stripes 
of barber pole bite into snow of any 
depth and throws it up to 15 ft. in 
a sideward forward direction; auto- 
motive-style dip stick on engine 
crankcase filler cap shows oil level; 
self-cleaning snow-tread tires; cream 
and green enamel finish. 

Price: $184.50. 
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TURO Dryer Attachment 


Turo Dryer Corp., 
3 Washington Placc, 
New York, 3, N. Y. 
Device: Turo dryer attachment can 
be permanently affixed to tumbler 
type washers to make washer-dryer. 
Selling Features: A heater-blower 
assembly is mounted on door of the 
washer in place of glass window; 
timer control box is mounted on 
top of machine near washer con- 
trols; easy to install; dryer timer 
permits damp drying or complete 
drying; special feature provides for 
automatically stopping drying ac- 
tion after clothes are completely 
dry, even though more time may be 
available on the timer; operates on 
110 volt a.c. and draws 1450 watts. 
After the normal washing, a rub- 
ber gasketed cover plate must be re- 
moved from the blower opening to 
permit drying; a safety interlock 
prevents any water from entering 





machine during drying cycle and 
permits gentle tumbling action. 

Under normal conditions a 7 Ib. 
wash dries in approximately 2 hrs. 
Price: $69.95. 


G-E Water Heaters 


General Electric Co., 

Major Appliance Div., 

Appliance Park, 

Louisville, 1, Ky. 

Device: G-E quick recovery water 
heaters 1Y40-8 and 1Y40-2. 
Selling Features: Raises tempera- 
ture of 50 deg. tap water to 150 
degs in 33 muin.; heaters provide 
enough hot 140 to 150 deg. water 
for a load of clothes in automatic 
washer every hour all day long. 
Heat provided by 2 sets of auto- 
matically controlled fast-heating 
Calrod coils—one around top of 
tank, the other around bottom— 
upper coil heats first second coil 
automatically starts operation when 
upper water is heated. 

Cold water baffle over inflow- 
pipe at bottom stratifies water, pre- 
vents it from mixing with hot 
water, a round model and a square 
model, both 40 gal. capacity; no 
flue or special installation needed; 
coils are wrapped around outside 
of inner tank, have no contact 
with water; white enameled case; 
no exposed parts. 


G-E Automatic Washer 


General Electric Co., 
Major Appliance Div., 
Appliance Park, 
Louisville, 1, Ky. 
Device: New GE 
washer WA-750M. 
Selling Features: New filter-flo 
washing systems cleans and recleans 
wash water during wash cycle — 
wash water constantly overflows 
from wash-basket during cycle, 
carrying away soap scum, lint and 
light dirt particles; water is then 
pumped up to pass back into wash- 
basket. through aluminum _ filter 


automatic 





placed on activator spindle; filter 
removes lint, light dirt particles 
from recirculated water; sand and 
silt are automatically ejected from 
bottom of basket by activator and 
are flushed away in spin cycle; 
wash water recirculates 5 times 
during 14-min. wash cycle; at end 
of cycle basket spins, forcing suds 
and soapy water up and away from 
clothes over side of basket—no 
soapy water drains through clothes; 
holds up to 12 Ibs. clothes. 
Water-saver contro] pushbutton 
enables selection of any amount of 
water from 17-gal. to 11 gal. for 
“in between” loads; machine resets 
itself after washing a small load. 
Removable, aluminum filter on 
activator post is also used as an 
automatic soap or detergent bleach 
or bluing dispenser; operating in- 
structions are permanently fired on 
inside surface of top-opening 
washer lid; lid may be installed to 
open from left, right or front. 
Flexible push-button controls 
permit stop, skip, extend, or re- 
peat of any part of wash cycle; 
cover and lid of acid and alkali 
resistant porcelain enamel. 





G-E Dryer 


General Electric Co., 
Major Appliance Div., 
Appliance Park, 
Louisville, 1, Ky. 


Device: G-E automatic clothes 
dryer No. DA 623M. 


Selling Features: Designed to 
match the new G-E automatic 
washer; automatic push-button con- 
trols permit selection of proper 
drying temperature for different fab 
rics—“‘high” for cottons, “low” for 
silks and synthetics, etc; special 
Sprinkle pushbutton permits dam- 
pening automatically with new 
G-E sprinkler which holds 44 cups 
hot water and is easily inserted in 
dryer basket, same sprinkle setting 
without sprinkler provides drum 
rotation without heat for fluffing 
pillows, bedspreads, shag rugs, etc. 

Illuminated timer dial allows 
selection of drying time up to 
140 min.; 115- or 230-volts; 5-min. 
before end of drying period, ele- 
ment automatically shuts off allow- 
ing basket to turn without heat 
for comfortable clothes handling; 
door latch operates by hand or 
knee; special aromatic capsule adds 
fragrance; automatic interior light; 
door Interlock automatically turns 
off heat, stops drum rotation when 
door is opened; instructions perma- 
nently fired on door panel for con- 
venient reference; lint trap elim- 
inates need for lint exhaust vent. 
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NUITICANES. two of them 


hit the Zanesville and Cambridge, Ohio, 
areas on Oct. 15. Hazel was one. The 
other was the week-long major-appliance 
promotion™ sponsored by The Saturday 
Evening Post. It stirred up a 700% in- 
crease in traffic and a 208% increase in 


Sales! Results like these illustrate why no 





other weekly magazine carries as much 


major-appliance 





advertising.” The ype wren 
Post gets to the 


heart of America. 





Hd = *The second Electrical Servants Fair sponsored by The 


—_aee Post. For more information, 
eees The Saturday Evening Post, Philadelphia 5, Pa. 
A CURTIS MAGAZINE 
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MOTO-MOWER Mowers 


The Moto-Mower Co., 

Richmond, Ind. 

Device: New line of 1955 rotary 
power mowers feature Dial-A-Matic 
height adjustor. 

Selling Features: Cutting height ad- 
justor permits change of mower 
cutting height without use of tools; 
handle on front wheels adjusts to 
any of 5 positions, raising and low- 
ering mower to provide cutting 
heights from 1 to 3 in. 

French grey deck and handles; 
red engine, wheels and trim; 1955 
line offers 10 models in reel and 
rotary types. 





UNITED Clocks 


United Clock Corp., 

379 DeKalb Ave., 

Brooklyn, N. Y. 

Models: Enchante No. 975, Quad- 
rille No. 990, electric clocks. 


Selling Features: Enchante, French- 
inspired design; 24-kt. goldplated 
metal components; decorated dial 
face enclosed within clear plastic 
dome. Continuous 4-sphere rotat- 
ing action. 

Quadrille combines timekeeping 
with continuous figure action; glass 
enclosed, 22 kt. goldplated metal 
case features 2 waltzing couples; 
2-toned blue dial face, gold num- 
erals and hands. 


Prices: Enchante, $16.75; Quadrille, 
$19.95. 





G-E Heating Pads 
General Electric Co., 
Bridgeport, 2, Conn. 

Device: 4 new GE heating pads. 
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Selling Features: Handi-Pad fea- 
tures 3-speed warmth, finger-touch 
control; washable cover in “Hot- 
Water Bottle” size; dresdenblue. 

PS9AS, flamingo red, featuring 
3-speed warmth, finger-touch con- 
t-ol and washable outer covering. 

A waterproof model with colored 
pushbutton control and washable 
cover with 3-heat settings; 12x15 
in. green. 

Deluxe illuminated pushbutton 
model, waterproofed with zippered 
terry cloth cover in 12x15 in. size; 
available in blue, red or turquoise. 
Prices: Handi-Pad, $4.95; PS9AS5, 
$5.95; waterproofed green model, 
$7.95; deluxe model, $8.95. 


ef 





PERMAGLAS Water Heaters 


Permaglas Div. 
A. O. Smith Corp., 
Box 584 
Milwaukee, 1, Wis. 
Device: Permaglas 30 and 40-gal. 
glass-lined water heaters. 
Selling Features: 2 new automatic 
electrics PET-30 and PET-40 de- 
signed to match cabinet decor in 
kitchen or utility room; can be 
hooked up to electricity and water 
from their permanent location; con- 
nects on front and top; are 36 in. 
high and 24 in. wide; glass-surfaced 
steel tank protects against rust and 
corrosion. 

6 and 15-gal. models are also 
available for smaller home kitchens, 
summer camps, trailers and motels. 





INTERMATIC Time-Minder 


International Register Co. 

2620 W. Washington Bivd. 

Chicago, 12, Ill. 

Device: Intermatic time-minder 
clock and signal timer. 

Selling Features: Buzzer with pleas- 
ant tone sounds at end of any de- 
sired period from 1-min. to 4-hrs.; 
buzzer operates until it is shut off 


manually; can be used to time pres- 
sure cooking, boiling, pressure can- 
ning etc.; can be set within 10 
secs. accuracy; large easily-read dial 
with large numerals tells time at 
glance, provides rapid setting of 
timer; easy to use; uses Intermatic 
self-starting synchronous type clock 
motor; a.c. only. 


Briefs 


Noma Lites Inc., announces 50-in. 
full color “Seasons Greetings” plas- 
tic outdoor lamp posts, illuminated 
with 5 C 74 candelabra base lamps, 
in each post; simulated snow caps 
the top and base; suitable for use in 
doorway or lawn, 4-ft. lead cord 


with add-on plug. 





An aluminum air conditioner win- 
dow grille cover fashioned in an oak 
leave and acorn pattern is an- 
nounced by Tennessee Fabricating 
Co., Memphis, Tenn. White 
enamel finished, it is adjustable to 
fit all types and sizes of windows. 
Retail price, $22.50. 


Eureka Vacuum Cleaner Co. an- 
nounces a new attachment for 
cleaning cotton shag rugs. Attach- 
ment consists of a light steel bar 
which clips to Eureka rug nozzles; 
bar acts as an agitator, keeps rug 
loops out of nozzle while vacuum 
whisks up dirt without pulling or 
sliding. 

Snapit all-vinyl extension cord line, 
made by Cable Electric Products 
Inc., Providence, R. I., now fea- 
tures a 3-way cube end as well as 
cap molded directly to the wire; 
contacts are completely enclosed in 
Vinyl. 

Geuder, Paeschke & Frey Co., Mil- 
waukee, announced a new “Cream 
City” No. 72 ironing board pad and 
cover set and No. 107 cover de- 
signed to fit all standard 54-in. 
ironing tables; covers of Sanforized 
cotton drill; pads of waffle-weave 
construction. 


DECEMBER, 1954—ELECTRICAL MERCHANDISING 





Lite SP-1 used on the T'V “Space 
Patrol” show has been introduced 
by Ray-O-Vac Co., Madison, Wis. 
This flashlight is a real madel of 
the airplane of tomorrow. $2.98 
complete with Ray-O-Vac _leak- 
proof flashlight batteries. 


For the Dealer 





YEATS Dolly 


Yeats Appliance Dolly Sales Co., 
2120 N. 12th St., 
Milwaukee, 5, Wis. 


Device: 4 ton capacity Yeats dolly. 
Features: For anliies freezers, 
80 gal. water heaters and other out- 
sized appliances; has all the familiar 
Yeats features (aluminum alloy 
frame, caterpillar step glide and 
strap ratchet) plus 2 straps and 
ratchets and 4 wheels instead of 
two, enabling operator to roll the 
appliances rather than balance 
them. 





ROLL-Or-Kari Truck 


Roll-O-Kari Co., 
Zumbrota, Minn. 


Device: Dual appliance truck. 
Features: New and larger casters 
increased “‘lift” on step-on foot 
lever; higher load capacity; truck 
consists of 2 sections of hardwood 
frames equipped with step-on-lift 
and heavy rubber tired casters; web 
straps secured with Web Lock and 
Tightener; models available with 
fixed wheels or swivel casters. 
Prices: From $44 to $48. 























es NEW! BUILT-IN OVEN CABINET — 
Designed for popular makes, it’s 24” 
wide x 54” high, with 30” wall cabinet 
above the oven optional, 


De a 
NEW! GE CABINET— 
Designed for “on-a-top”’-type range in- 
stallations, and can be used in certain 
built-in oven applications. 
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With Features Only Steel Can Give! 





You asked for it, and Republic Steel— with many years of experience in reproducing natural 
grain finishes on metal — created Sherwood Finish for you! Now, when customers come asking 
for a kitchen in soft, warm tones, yet with all the strength, durability and trouble-free operation 
of steel, you’ve got a sale when you show them beautiful, faithfully reproduced Sherwood. 
What’s more, you can offer it at a low, low price premium that will astound you.,.that has 
competition wondering how we do it! 


Republic — Pacesetter in Kitchens 


Republic Steel constantly adds to its wide selection of sinks, wall and counter cabinets, special- 
purpose units, and work-saving accessories—in step with modern kitchen trends. This gives you 
a big advantage in flexibility in planning custom kitchens from stock units. See your distributor, 
or write us for our new catalog and complete information. 











BERGER MANUFACTURING DIVISION + 1012 BELDEN AVE., CANTON 5, OHIO 
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CAPEHART Color TV 


Capehart-Farnsworth Co., 

3700 E. Pontiac, 

Fort Wayne, 1, Ind. 

Device: Capehart 19-in. color TV 
set. 

Selling Features: Employs a tri- 
color picture tube with 205 sq. in. 
picture area; Capehart Polaroid pic- 
ture filter; all frequently-used sec- 
ondary controls located at front of 
instrument and concealed by easily 
removed panel; compact cabinet in 
contemporary styling with all pan 
els and veneers of mahogany; Pola- 
roid safety glass can be removed 
for cleaning; will receive mono- 
chrome or black-and-white as well 
as many color transmissions being 
made available. 


Price: $1050. Eastern zone. 





OLYMPIC TV Set 


Olympic Radio TV Inc., 

34-01 38th Ave., 

Long Island City, 1, N. Y. 

Device: New 17-in. TV set 17TE38 
“Charleston”. 

Selling Features: Table model fea- 
tures side controls and picture 
frame front; wide angle screen; 
built-in antenna; greater chassis sen- 
sitivity for maximum reception in 
remote fringe areas. 

Price: $129.95 in grained mahog- 
any; $139.95 in grained oak. 





ADMIRAL TV Set 


Admiral Corp. 
3800 Cortland St., 
Chicago, 47, Ill. 


Model: Admiral deluxe 21-in. con- 
sole, Southampton C2336Z. 
Selling Fea*ures: Southampton (il- 
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lustrated) one of 4 TV models 
added to Admiral 1955 line; fea- 
tures advance cascode automatically- 
produced printed circuit chassis; 
270-sq.in. aluminized picture tube; 
optic filter screen; removable safety 
glass; golden control knobs and 
control door; black oak and maple 
as well as mahogany finish. 

Price: $249.95. 





CBS-COLUMBIA Console 


CBS Columbia TV & Radio Receivers, 
3400 47th Ave., 
Long Island City, 1, N. Y. 


Device: New 21-in. open-faced con- 
sole 23C39. 

Selling Features: New CBS-Hy- 
tron, 90 deg. deflection picture 
tube providing 270 sq. in. picture; 
filterized glass; uses a 21-tube, 41 
me transformer chassis with a high 
gain cascode detent-type tuner; 
built-in ultra-band UHF tuning 
optional; rear phono-jack attach- 
ment with phono switch-tone con- 
trol combination on front panel; 
built-in all-channel antenna; keyed 
age; removable front safety glass; 
mahogany or blond cabinet shock- 
mounted gliders. 





BENDIX TV Set 


Bendix Aviation Corp., 
TV & Broadcast Receiver Div., 
Models: New line of 21-in. TV ta- 
ble and console models. 
Selling Features: Bendix Hi-Dial 
KST21E a 21-in. open-face console 
with controls mounted above the 
picture tube at a convenient read- 
ing angle, permitting easy access to 
all tuning controls without bend- 
ing; each model equipped with Ben- 
dix long-distance tuner that in- 
creases reception range in weak 
signals, 

Other models include a 21]-in. 


open-face console KS21E and 2 ta- 
ble models: the Wayne (TS21E) 
and Dorchester (TSF21E) equipped 
with Bendix picture-phonic front- 
mounted speaker system; mahogany 
finish cabinets; available in UHF; 
VHF versions are easily convertible 
to UHF with Bendix CT16A kit. 
Price: Hi-Dial, $279.95; KS21E, 
$239.95; Wayne, $199.59; Dor- 
chester, $229.95. 





CAPEHART TV Set 


Capehart-Farnsworth Co., 

3700 E. Pontiac, 

Ft. Wayne, 1, Ind. 

Device: Seranade 21-in. TV set. 
Selling Features: New “Speaking 
Picture” an arrangement of 4 front- 
mounted speakers with special baf- 
fles and deflectors which form an 
acoustical chamber; this new sound 
system provides a close association 
of sound to picture; a special base 
with 4 individual snack tables is 
also included with set; available in 
mahogany or bisque cabinet and are 
available with ‘““Twin-Silver’ cas- 
code all-channel tuner. 

Prices: Mahogany, $279.95; bisque, 
$299.95; base $40 m both finishes. 





CAPEHART Hi-Fi Unit 


Capehart-Farnsworth Co., 

3700 E. Pontiac, 

Ft. Wayne, 1, Ind. 

Model: Capehart “Fifth Sym- 
phony” 9-way home entertainment 
center. 

Selling Features: Combines AM- 
FM radio, 3-speed phono; tape re- 
corder in a hi-fi instrument; em- 
ploys Capehart dual-2-way-speaker 
system with two 12-in. woofers and 
two 5-in. tweeters. Wide-range, 
high compliance, dual sapphire 
styli pickup of 3-speed phono is 
unaffected by changes in tempera- 
ture or humidity; dual-speed, dual- 
track hi-fi tape recorder plays 33 
and 74 ips tape from 5 and 7-in. 
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reels for up to 2 hrs. Available in 
2 cabinets and 3 finishes: mahog- 
any finish with genuine mahogany 
veneers; bisque finished oak and 
in French Provincial cherry with 
fruit-wood finish. 

Prices: Mahogany, $449.95; bisque, 
$469.95; Cherry, $489.95. 








HALLICRAFTERS Radios 


The Hallicrafters Co., 

4401 W. 5th Ave., 

Chicago, 24, Ill. 

Models: 3 short wave receivers S-85, 
S-86, and S-38D. 

Selling Features: $-85 for AC and 
S-86 for AC/DC cover standard 
broadcast band and 3 short wave 
bands from 1680 kc to 34 mc; have 
the 10, 11, 15, 20, 40 and 80 
meter bands calibrated bandspread 
for better selectivity; feature 
tubes plus rectifier. 

S-38D, replacing old S-38C, cov- 
ers standard plus 3 short wave 
bands ranging from 1650 ke to 32 
mc; features an oscillator for code 
reception and electrical bandspread. 
Gray steel cabinet with silver dial 
frame houses a 4-tube chassis plus 
rectifier, and 5-in. speaker; tuning 
dial has overseas stations. 


Prices: S-85 and S-86, $119.95; 
S-38D, $49.95. 





MAGNECORD Recorders 


Magnecord, Inc., 

Chicago, III. 

Models: 2 hi-fi portable magnetic 
tape recorder-playback machines 
M-30D “Aristocrat” and M-34 
“Educator”. 

Selling Features: M-30D contains 
basic M-30 mechanism encased in 
plywood cabinet finished in maple 
or mahogany veneer; utilizes tape 
driven system; equipped with 2 in- 
puts—a high impedance microphone 
and phono or tuner; operates at tape 
speeds of 3% or 74 ips; easy-to-oper- 
ate controls; 2 high impedance out- 
puts, high and low level, permit 
interconnection with any radio, 
phono, TV speaker or hi-fi system 
for amplification. 

M-34, “Educator” uses M-30 
recorder-playback mechanism in 
combination with self-contained 10 
watt power amplifier and 2 6-in. 
wide range speakers; equipped with 
treble and bass controls for wider 
tonal range. 

Prices: M-30D, $339; M-34, $429. 
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The American Furniture Mart’s 


WINTER MARKET 























JANUARY 3-14, 1955 


The Largest—Finest—Most Salable Lines 

in the Principal Things You Sell . . . First- 

hand Contacts with Top Management .. . 

Display and Advertising Ideas to Help 

You Sell—Through the Important Six 

Months Ahead. Come in January! See 
What "Goes On!” 


For a score of years in Major Appliances and Radio 
. . . For a Decade in Television .. . 
Major Buyers and Major Sellers have 
started the new year with Get-To- 
gethers at the American Furniture 
Mart. New designs are revealed. 
Plans for Spring Promotion are shown. 
Distributors see their Customers here. 
Orders are placed. 


Nowhere else in the world can retail- 
ers, distributors and manufacturers 
get together so conveniently and 
economically—as they can at The 
American Furniture Mart’s Winter 
Market—January 3-14! And only at 
The American Furniture Mart. 


AMERICAN 


FURNITURE 


MART 


CHICAGO ll, ILLINOIS 





Write for Admittance Passes, Today. 
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move into fomorrow || | 
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Looking for Action? 
See these New Maytags at 
the Merchandise Mart 


Sales have taken off like a jet-propelled rocket. Demand for the brand-new 
Maytags is already riding sky-high. They’re bound to be the fastest-moving 
automatics on the market in 1955. It’s time for you to 
move into tomorrow with Maytag. 

See these exciting Maytags at special showing Winter Market. 

Room 11-105, Merchandise Mart 











Another new 
wonderful money-maker 


from Maytag! 


You haven't 


seen everything yet ! 
more and more to come from 


Maytag 
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NEW CHEVROLET TRUCKS 


keep going longer, 
keep going for less! 


From the day you first put it on the job until the time comes to 
trade, your Chevrolet truck’s going to do more work for you 
while you spend less to keep it going. Here’s why you can 
count on it— 


INCREASED POWER SAVES YOU PLENTY 


Chevrolet’s high compression ratio (in each of its three great 
engines) develops more power. That means you go longer 
before filling the tank! It means, too, you’ve got extra power 
handy whenever you need it—for greater acceleration, for an 
easier pull up steep grades, for steadier going through mud and 
sand on off-the-road jobs. So, you save not only on operating 
costs—you save time as well. 


GREATER RUGGEDNESS PAYS OFF IN LONGER LIFE 


Two-ton models, for example, are equipped with heavier axle 
shafts. All models have newly designed clutches and stronger 
frames. The best part of it is that, throughout their longer life, 
you spend less for their upkeep. For complete details about the 
model you need, see your Chevrolet dealer. He'll tell you what- 
ever you want to know, then give you the best news of all: 
Chevrolet trucks are priced lower than all other lines! .. . 
Chevrolet Division of General Motors, Detroit 2, Michigan. 


MOST TRUSTWORTHY TRUCKS 
ON ANY JOP! 


104 











CHEVROLET ADVANCE-DESIGN 
TRUCK FEATURES 


THREE GREAT ENGINES—The new “Jobmaster 
261” engine* for extra heavy hauling. The 
“Thriftmaster 235” or “Loadmaster 235” for 
light-, medium- and heavy-duty hauling. NEW 
TRUCK HYDRA-MATIC TRANSMISSION * — offered 
on %-, %- and 1-ton models. Heavy-Duty 
SYNCHRO-MESH TRANSMISSION — for fast, 
smooth shifting. DIAPHRAGM SPRING CLUTCH 
—improved-action engagement. HYPOID REAR 
AXLE—for longer life on all models. TORQUE- 
ACTION BRAKES—on all wheels on _ light- 
and medium-duty models. TWIN-ACTION REAR 
WHEEL BRAKES—on heavy-duty models. DUAL- 
SHOE PARKING BRAKE— greater holding ability 
on heavy-duty models. NEW RIDE CONTROL 
SEAT*—eliminates back-rubbing. NEW, LARGER 
UNIT-DESIGNED PICKUP AND PLATFORM STAKE 
SODIES—give increased load space. COMFORT- 
MASTER CAB—offers greater comfort, conven- 
ience and safety. PANORAMIC WINDSHIELD — for 
increased driver vision. WIDE-BASE WHEELS— 
for increased tire mileage. BALL-GEAR STEERING 
—easier, safer handling. ADVANCE-DESIGN 
STYLING —rugged, handsome appearance. 


*Optional at extra cost. Ride Control Seat is available on all cabs of 1\4- and 

2-ton models, standard cabs only in other models, “ Jobmaster 261” engine 

available on 2-ton models, truck Hydra-Matic transmission on \-, %4- and 
1-ton models. 
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ELECTRICAL APPLIANCE NEWS 


TRADE REPORT 
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Good Fall Promises 


Healthy ‘55 Markets 


Industry attention is focused on its annual busi- 
ness barometer, the Chicago winter markets sched- 
uled for January 4 to 15. The question: Do low inven- 
tories, high bank accounts and a sound 1954 really 
foreshadow big action for 1955? 
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With a solid 1954 under the busi- 
ness belt and inventories at healthy 
lows, prospects are bright for the 1955 
Chicago winter markets January 4 to 
15. 

Thousands of retail dealers will visit 
the annual exhibition to order new 
stocks, find out what is going on in the 
trade, and have the opportunity to 
shop all their competitors in one spot. 
This year, many ordinary retailers are 
drawn by the urge to diversify into a 
complete home specialty store. 

The American Furniture Mart is 
this year observing its thirtieth annual 
winter market. For the past three years, 
average attendance has been 24,275 
buyers, about two per store. Total 
home furnishings sales have been run- 
ning between $15 and $16 billion an- 
nually. 

The home furnishings industry is 
winding up 1954 at an accelerated 
pace. Manufacturers who were 20 per- 
cent behind 1953 at midyear, were 
only 12 percent by October 1. The 
year gives promise of being the second 
best in home furnishings history. 
Frank S. Whiting of the Furniture 
Mart predicts that business will be 
normal at the January event, and the 
first half of 1955 looks good, with the 
inventory situation corrected. Bank 
accounts are high and the buyers need 
merchandise, he says. 

Because so many appliance dealers 
look over furniture, they may be in- 
terested to know that metal furniture 
now accounts for 18 percent of pro- 
duction, and sale of unfinished furni- 
ture, principally pine, has jumped 
sharply upward since 1945. Two thirds 
of today’s furniture is modern in de- 
sign, with eighteenth century and 
colonial holding second place, and 
French provincial in third spot. 

Merchandise Mart. A national mag- 
azine is going to be highly prominent 
at the Merchandise Mart this January, 
in a promotion entitled, “Life comes 
to the Merchandise Mart.” The lobby 
will be turned into a Life display, there 
will be a slogan on top of the building, 
and each qualified exhibitor will have 
flamboyant evidence in his space that 
he is a Life advertiser. 

A five room model home will be 
shown in the old postoffice space, with 
rooms as they would appear in Texas, 
California, Boston and inches Miss 
Pipsen Saarinen Swanson will do these 
rooms and the living kitchen. 

A continuous moving picture show 
will go on, free to visitors, in Room 
1192, with films supplied by Life and 
Westinghouse, on various subjects ap- 
propriate to home furnishings. 









There will be a new Good Design 
exhibit on the seventeenth floor dis- 
playing the best of new items offered 
in 1954. Dupont is coming up with a 
show of its products, and the Amer- 
ican Rayon institute will have an ex- 
hibit on the twelfth floor. 

The Merchandise Mart is one of the 
largest buildings in the world, has 37 
elevators capable of carrying 80,000 
persons a day. There are 100 wash 
rooms, eleven eating places which can 
feed 30,000 people daily. 

Free busses will run from January 7 
through the first full week from 8 a.m. 
to 10 p.m. at 20 minute intervals. 
They cross back and forth between the 
two big marts and the loop hotels. Cars 
can be parked near either mart as in 
the past, but be sure to get in early in 
the day. 

Hotel Situation. As usual, hotel 
room clerks are wringing their hands 
over the scarcity of rooms available the 
first week. So thoroughly scared has 
the average buyer become over the 
chances of being caught in a jam, that 
attendance is likely to be spaced over 
the two week period. The NARDA 
has a block of rooms held for its mem- 
bers at the Conrad Hilton, and it is 
suggested that lesser hotels be tried 
like the Sheridan Arms, the Allerton, 
the Devonshire, the Brevoort, the 
Hamilton or the Orrington in nearby 
Evanston, III. 

NARDA Meet. From 500 to 600 of 
the best appliance dealers in the coun- 
try will gather January 9, 10 and 11 
at the Conrad Hilton hotel for a meet- 
ing of the National Appliance and 
Radio Dealers Association. 

Clinics at which dealers and manu- 
facturers alike speak their minds will 
be held on color television, manpower, 
advertising and promotion, and on one 
new subject, executive development. 

The business of group insurance and 
uniform bookkeeping will be discussed 
by Thornton W. Snead, Jr. A list of 
excellent speakers is being assembled, 
A. A. Bernsohn, executive secretary, 
says, but is not ready for release. 

‘As the nation’s railroad and airplane 
center, Chicago is only a few hours 
away from any place in the country, 
and no travel difficulties are antici- 
pated. A big underground loop garage 
on Michigan Avenue is ready to house 
cars of persons driving to Chicago. 

The Housewares Show, featuring 
traffic appliances, follows hard on the 
heels of the big markets on Navy Pier 
in Lake Michigan, overlapping the last 
few days of the first exhibits. 

(See following page for list of 
exhibitors. ) 






PAGE 105 





LEE ee 


FURNITURE MART 


A & J Manufacturing Co 547B 
Admiral. Corporation 526-527-528 
Altorfer Bros. Company 541-542 
Arvin Industries Inc 533B-5348 
Automatic Washer Company 5088 
Barton Corporation, The 549A 
Bendix Radio Div—Bendix Aviation 
Corp. 545D 
Ben Hur Mfg. Co 540B 
Birtman Electric Co 17/35-35 
Blackstone Corporation 544A 
Caloric Stove Corp 519 
Clements Mfg. Co. 17/68 
Conlon-Moore Corp. (Conlon Div.) 504 
Cribben & Sexton Company 535A 
Crown Stove Works 541B 
Dearborn Stove Co 511A 
Dixie Products, Inc 524 
DuMont Illinois, Inc 217-218 
Eagle Range & Mfg. Co 547A 
Foster Refrigerator Co 17-P 
Frigidaire Div.—General Motors Corp. 
508A-509A 
Gibson Refrigerator Co 525 
Gray & Dudley Co 5158 
Hallicrafters Company, The 544B 
Hamilton Mfg. Co 531 
Hardwick Stove Co 1530-31 
ideal Steel Products Co 17/Q-116-117 
Inca Metal Products Corp 17/W 
International Harvester Co 549B 
International Oil Burner Company 5108 
lronrite, Inc. 5118 
Jacobs Mfg. Co 1743 


Kelvinator Div., American Motors Corp 


513A-514A-515A 


Lewyt Corp. 17/K 
Lonergan Co., Vincent J 2351 
Lonergan Mfg. Co 514B 
Marvel Metal Products Co 17/88-89 
Motor Wheel Corp., Duo-Therm Div 517 
Motorola Inc 505-506-507 
Norge Div., Borg-Warner Corp 521-522 
One Minute Washer Co 5108 
Pennsylvania Range Boiler Co.—Doug- 

las Home Appi. Div 504 
Philco Corporation 127-131 
Philco Corp., Dexter Div 510A 
Phillios & Buttorf Mfg. Co 536A-537A 
Premier Stove Co 513B 
Preway, Inc. 549A 
Quicfrez, Inc. 539B 
RC A Estate Appliance Corp 523 


R C A Victor Div., Radio Corp. of 


America 232-36 & 539A-540A 
Roper Corporation, Geo. D 529 
Schaefer Inc. .17/N 
Skot Metal Products 17 /102-103 
Servel, Inc. 548 
Spartan Div., Soarks-Withington Co 5098 
Speed Queen Corp.... 530 
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Stewart Warner Electric Div., 


Stewart 


Warner Corporation 542B 
Stiglitz Corp. .17/60-61-62 
Sunray Stove Company, The 4 538A 
Suiton, O. A. on The Vornadofan 

Division J; .534-535B 
Tappan Stove Company, The 518 
Taylor Products 17/41 
Tennessee Stove Works 516B 
Universal Major Appliance Co 512B 
Victor Products Co 546B 
Welbilt Stove Company Inc 520 
Whirlpool Corporation cones saan 
Womans Friend Washer Diy. Central 

Rubber & Steel Corp 17/52-53 
Zenith Machine Co 546C 
Zenith Radio Corp 537B-538B 


TT gyi? 


ee Pmt 


a 


MERCHANDISE MART 


A B Stoves Div.—Detroit Michigan 
Stove Co. 

Arvin Industries 

Aluminum Goods Mfg. Co 

Aluminum Specialty Company 

Amana Refrigeration, Inc 

American Central 
Corp. 

Apex Rotarex Corp 

Avco Mfg. Corp., American Central 
Div. 

Avco Mfg. Corp., Crosley Div 


Bellvue-Stratford Television 
Bendix Div., Avco Mfg. Co : 
Bersted Mfg. Co.—Div. of McGraw 
Electric Co. ; 
Brammer Mfg. Co 
Burns, Marshall Inc 
CBS-Columbia Inc. 
Capehart-Farnsworth Corp. 
Carrier Corp. 
Casco Products Corp 
Clement Co., The 
Coleman Co. ‘Inc., The 
Coolerator Co. 
Crescent Industries Inc 
Crosley Div., Avco Mfg. Corp 


Dazey Corp. . 

Deepfreeze Appliance Div. —Motor 
Products Corp. 

Deering Air Conditioning Co 

Dominion Electric Mfg. Corp. 

Dorby Company 

Dormeyer Corp. 

Dortch Stove Works Inc., The 


Easy Washing Machine Corp 
Economics Laboratory Inc 
Edgewater Steel Co 

Elna Sewing Machines 
Everedy Company, The 


Farberware Co. 
Fasco Industries, Inc 


General Air Conditioning Corp. 


Div—Avco Mfg. 





1128 
14-104 
1129 
1170 
1127 


1476 
1472 


1476 
1132 


1123-A 
mh 


General Chef Co 1108 
General Electric Co—Air Cond. Div...1144 
Electronics & Tube Div 1123 
Hotpoint Co. Div 1120-21 
Major Appliance Div 1117 


Small Appliance Div a 


General Slicing Machine Co. Inc 1492 
Geuder, Paeschke & me. 1492 
Glolite Corp. 1473 
Hoover Company, The 1417 
Hotpoint Co. hte 1120 
Hunt Heater Corp 1136 
IMinois Electrical Porcelain Co. 1467 
Illinois McGiuw Electric Co 1467 
Johnson, S. C. & Sons Inc 1158 
Kitchen Aid Home Dishwasher Div. 

The Hobart Mfg. Co..... 1145 
Kitchen Maid Corp 1188 
Knapp-Monarch Co 1483 
Landers, Frary & Clark 1479 
Lindemann, A. J. & Hoverson Co 11-110 
Magic Chef Inc 1166 
Magnavox Co. . .1126 
Manitowoc Equipment Works ...1422 
Marlun Mfg. Co 14-104 
Martin Co., The 14-104 
Maytag Co., The 11-105 
McGraw Electric Co 1455 

Manning-Bowman Div. 

Toastmaster Products Div. 

Tropic-Aire, Inc. Div. 

Metal Ware Corp., The 1411-A 
Monitor Equipment Co 1135 
Motor Products Corp., Deepfreeze 

Appliance Div. ; 1469 
Mullins Mfg. Corp 1119 
Murray Corp. of America, The 1124 
Mutschler Brothers Co 1125 
Necchi Distributors of Illinois Inc 1195 
Nesco, Inc. 1468 
Noma Lites, Inc. 1473 
Norge Division, Borg-Warner Corp 234 
Northern Electric Co 11-114 
Nye, Walter & Co., The 1492 


Orley Corp. 11-108 
Paragon Electric Company ... 1452 
Peerless Mfg. Corp .. 1485 
Perfection Stove Co 1174 
Quaker Manufacturing Co 1147 
Radaire Gas Heating Appliances 1136 
Rauland Corp., The........... .... 14-107 
Raytheon Manufacturing Co. 1191 
—— Steel Corp., Berger Mfg 
.... 11-116-117 
Rival “Mfg. Co 1454-A 
Robinson Heaters Inc 1136 
Rutenber Electric Co 14-107 
Schwitzer-Cummins Co 1422 
Sessions Clock Co., The 1409 
Silex Co., The 14-109 
Son-Chief Appliances 1466 
Sparks-Withington Co. 1175 
Sperti-Faraday, Inc. oo Oe 
Steam-O-Matic Corp., The 1454A 
Steinmetz & Kelly .. 1422 
Superior Electric Products Corp 1487 
Swartzbaugh, Ted & Assoc 1498 
Swing-A-Way Mfg. Co 1498 
Telechron Dept., Genera! Electric Co. 14-101 
Temco Inc. 1110 
Thermador Electrical Mfg. Co. Inc. ..11-110 
OO” Sey 11-114 
Tracy Kitchens, Edgewater Steel Co...1142 
I og a uae ovo 1157 
Waste King Pulverator 1197 
Westinghouse Electric Corp. 
Regional Offices 262 
Westinghouse Electric Corp., 
Major Appliances 11-118-122 
Youngstown Kitchens by Mullins 1119 


* (ELECTRICAL MERCHANDISING has prepared 
these partial listings from information provided 
by the managements of the Furniture and Merchan- 
dise Marts and has made every effort to include 
all names of interest to the appliance, electric 
housewares. radio and television industries, . but 
takes no responsibility for errors or omissions.) 





Optimism for 1955 


A survey of 1309 business executives reveals that 
56 percent expect the first quarter of 1955 to exceed 


the first quarter of 1954 


For the first time in over a year, the 
majority of business executives are 
looking forward to the next quarter 
with the expectation of a definite 
economic upswing. 

A recent survey of 1309 executives 
by Dun & Bradstreet reveals that 56 
percent believe sales will be higher 


during the first quarter of 1955 than 
they were during the first three 


months of 1954. And 43 percent ex- 
pect net profits to be higher in 
the 1955 period. About 45 percent 
thought earnings will be about the 
same. 

The survey included a random cross- 
section of large and medium-sized 
manufacturers, wholesalers and_re- 
tailers. Dun & Bradstreet has been 
doing the surveys since 1947 and for 
the past year, the majority of the 
business executives have anticipated a 


DECEMBER, 


downturn each quarter. For the last 
quarter of 1954, for example, only 48 
percent expected sales to run ahead of 
1953 

Most of the business men expected 
1955 selling prices to be about the 
same while 12 percent anticipated a 
drop and 12 percent thought an in- 
crease is coming. While 79 percent 
expect to operate with the same num- 
ber of employees, 14 percent believe 
they'll add employees and only 7 per- 
cent plan to reduce their employment 
levels. 

On the inventory level, 24 percent 
expect higher first quarter inventories, 
23 percent anticipate decreases and 
53 percent think there will be no 
change. In previous surveys during 
1954, those who planned to reduce 
inventories consistently outnumbered 
those expecting higher inventories. 
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THE MAGAZINE WOMEN BELIEVE IX 





If you sell Kitchen Ranges-— 
remember women buy them...and the Journal 
is the mightiest magazine for women 


PROOF: \ The Journal is first in circulation among all magazines edited 
for women. y The Journal is first in newsstand sales among all magazines 
carrying advertising. That’s why in the Journal you'll find such 
leading advertisers of kitchen ranges as 
Tappan, Hotpoint, Universal, Kelvinator and Hardwick. 


Never underestimate the power of a woman...nor the A | OURN Al, 


power of the magazine women believe in! 











A CURTIS PUBLICATION 
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IN THE CONFERENCE ROOM Julie Kiene 
of Westinghouse presides over a panel 
discussion on fabrics. Dr. Jules Labarthe, 
right, of the Mellon Institute, and David 
A. Travis of Travis Fabrics were speakers. 
In background is AHLMA president W. 
Homer Reeve of Easy. 


For the first time the in- 
dustry displays its prod- 
ucts and offers a prelimi- 
nary workshop session for 
home economists and edu- 
cators attending the an- 
nual AHLMA home laun- 
dry conference 


A bigger crowd, a somewhat differ- 
ent program, and an exhibit of indus- 
try products were features of the 
Eighth National Home Laundry Con- 
ference held last month in New York 
City. 

The record-breaking crowd of home 
economists, educators and editors were 
treated to a one-day preliminary work- 
shop at Columbia University before 
the two day conference itself got un- 
derway. Basically, the workshop pro- 
vided a broad background in laundry 
techniques and provided a point of 
departure for the more specialized 
talks on fabrics, water, soaps and syn- 
dets and other topics covered during 
the conference sessions. 

Bowing to requests made by those 
in attendance at last year’s conference, 
members of the American Home Laun- 
dry Assn. staged an exhibit of their 
laundry appliances in connection with 
this year's meeting. It marked the 
first time that such a showing of the 
industry’s products had been held as 
part of the conference. 

Plans are already underway for the 
1955 and 1956 editions of the con- 
ference. Next year’s meeting will be 
held at the Palace Hotel, San Fran- 
cisco, on November 2 and 3. The 
1956 meeting will be in the Conrad 
Hilton Hotel, Chicago, on Novem- 
ber 1 and 2. 
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QUERY from June Towne, center, of American Home is an- COFFEE BREAK finds John Ryan of General Electric visiting 
swered by John Wicht and Mary Feely of Blackstone with Edith Ramsey of American Home. 


CLEANLINESS BUR} 
Breakfast fo: 
AHLMA 

Figlah National Home Laundry Conteren 


WOV. S 1954 


ASSOCIATION’S new executive director, Guenther Baumgart is GAG PHOTO finds Ed Doll of Lovell “taking a bath” in tub 
introduced to luncheon meeting by AHLMA president Reeve. provided by the Cleanliness Bureau. 
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NORGE home economist Jessie Cartwright pauses to 
answer a question posed by Bernice Malmanger, 
right, of Sears, Roebuck, Chicago. 


IN THE EXHIBITION ROOM T. A. Barry and 
Reg James of Speed Queen lend a hand in un- 
crating their firm’s washers for display. Exhi- 
bition of various laundry lines was a ‘’first’’ at 
this year’s conference. 


CONFERENCE REGISTRANTS crowd around convention service desk to pick up INTERNATIONAL QUESTION: W. Jacques Schuler of Lovell, left, answers query 


tickets for radio and TV shows. from Howard Martin of Canada and Victor Weber of Robertshaw-Fulton. 


DISTRIBUTOR Bill Leck of Maytag-Atlantic visits with Maytag vice-president CONFERENCE PROGRAM holds interest of R. E. Weiss, G. W. Burns and John 
Roy Bradt, left. Looking on is William Neylan, center, of Servel. Bunch, all of Easy Washing Machine Corp. 
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Appliance Dealer Says 
KLIXON Protectors Keep 
Customers Happy 


WHITE PLAINS, N. Y.: Mr. Jack Leibert of Leibert 
Bros. speaks from many years of experience when he gives 
Klixon Protectors outstanding credit for protection. He 


says: 


“In my 15 years in the appliance business I have 
found Klixon Protectors invaluable in saving 
motor burnouts and in consequence leaving our 


customers happy.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer. In such equipment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing burn- 
outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pay 
you well to ask for equipment with 
KLIXON Protectors. 








METALS & CONTROLS CORPORATION 





= SPENCER THERMOSTAT DIVISION 
KLE oN 2512 FOREST STREET, ATTLEBORO, MASS. 
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Five Year Forecast 


A multi-billion dollar growth and the sale of 
428,000,000 appliances in the next five years is pre- 
dicted at NEMA convention 


An aggressive approach to a multi- 
billion dollar growth of the appliance 
industry in the next five years was 
charted by a panel of industry leaders 
at NEMA’s 28th annual convention. 

At the mid-November meeting in 
\tlantic City, five speakers developed 
the theme “Joint action tod ) ee 
more business Sogn The theme 
was introduced by J. Jewell, sales 
vice president, W camdioae and 
president of NEMA, who said a new 
concept in electrical living would grow 
out of the interdependenc e and pro- 
motional programs of various divisions 
of the electrical industry. 

Introducing the speakers, Raymond 
A. Rich, vice president, Philco apphi- 
ice division, said “No segment of 
American industry today has so much 
to contribute 
dynamic 


toward a 


grow ng 
American 


economy. We 


have an aggresive and youthful in 
dustry in all its divisions.” 
J. M. McKibbin, vice president, 


consumer products, Westinghouse, 


predicted the appliance industry will 
sell 428,000,000 appliances in the next 
five years. He said an average of eight 
additional new electric appliances not 
including replacements—will be sold to 
every home during that period. 

W. V. O'Bean. 
and general manager, apparatus sales 
division, General Electric, said the 
predictions included estimated sales 
of 20 million toasters, 17 million new 
refrigerators, 9 million ranges, 4.5 mil- 
lion dryers, 


vice president 


lio 35 million TV sets, and 
35 million electric clocks. 
Short Circuit. L. E. Barrett, presi- 


dent of Barrett Electric Supply Co., 
warned that ins adequate wiring could 
“short circuit” the whole industry and 
prevent the estimated goals. He said 
that 25 million homes need re-wiring 
and present a $2.5 million market for 
electrical materials. 

Albert F. Metz, board chairman of 
the Okonite Co., urged members to 
pick up the challenge of the industry’s 
bright future. He advised divisions of 
the electrical industry to sell employ- 
ees on being ambassadors for the in- 
dustry and get behind programs such 
as adequate wiring. 

B. L. England, president of the 
Atlantic City Electric Co., outlined 
the role of utilities in local programs 
to sell adequate wiring and appliances. 
He concluded with a plea to “electrify 
America the free enterprise way.” 

New Officers. At the NEMA con- 
vention, Albert F. Metz, of the Oko- 
nite Co., was elected as 25th president 
of the association. B. C. Neece, presi- 
dent of Landers, Frary & Clark, was 
one of five new vice presidents elected. 

Among the new members on the 
group’s board of governors are: H. G. 
Blakeslee, vice president, Cory Corp.; 
C. T. Lawson, executive vice presi- 
dent, appliance division, American 
Motors Corp.; and Max McGraw, 
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D. A. PACKARD: appliance chairman 





W. W. TIMMERMAN: 


vice-chairman 


president McGraw E ‘lectric Co. 

D. A. Packard, general sales man 
ager, Kelvinator, was elected chairman 
of the association’s major appliance 
division. W. M. Timmerman, gen- 
eral manager, household refrigeration 
department, General Electric, was 
named vice chairman of the division. 

Chairman of the farm and home 
freezer section is Paul B. Thompson, 
assistant product specialist, refrigera 
tion sales, International Harvester Co. 
Herbert Riband, freezer sales man 


ager, Philco, is vice chairman. 
H. H. Hubbard, vice president, 
electric range division, Philco. was 


elected chairman of the electric range 


section and D. C. Rainey, manager, 
special products division, Tappan 
Stove Co., was named vice chairman. 

New chairman of the household 


refrigeration section is W. J. Jeffrey, 
manager, refrigeration and range prod 
ucts, Kelvinator; F. C. Margolf, man 
ager, sales planning refrigeration, Hot 
point, is vice chairman. 


A. H. Manwaring, executive vice 
president, Philadelphia Electrical & 
Mfg. Co., was reelected chairman of 


the electric water heater section; E. J. 
McFadden, Combustion Engineering, 
Inc., is vice chairman. 

F. C. Hastings, general sales man- 
ager, American Kitchens Div., Avco 
Manufacturing Co., is chairman of 
the household sink units section. 
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The Heat's On 


* By FREDERICK C. OTHMAN. 4 
McLEAN, Va., Oct. 25.—You’d think the 
Othman family had been drugged. We didn't 
wake up until the pup clomped upstairs to see 
‘whether we were dead. 

What did this to us was our 
new electric blankets, keeping 
us warm without any weight 
on top of us and causing us to 
relax, if you'll pardon the ex- 
pression, like bird dogs4It was 
Not always so. 

I mean you are talking to 
an involuntary expert on elec- 
tric blankets and if you are 
F.C, Othman. thinking about buying one for 
yourself, I’ve got some advice. Hilda bought me 
my first electric blanket for Christmas shortly 

= the war and it nearly killed me. 

somehow I set the dial too high and I woke 
in the middle of a cold night soaked in perspira- 
tion and with the blanket kicked on the floor. 
Pneumonia was the result. I later got the thing 
regulated, but the control box was full of noisy 
little men. As time went by they got louder 
until finally one dawn the box blew up in a 
blue flash. 

That particular blanket company had gone 
out of business. 


















... Looks like Fred Othman, 


United Features Columnist, 


I bought another blanket with a different 
kind of control and I only paid $29 for it. The 
man said what if it did look thin and sleezy? 
The bianket didn’t provide the warmth; the 
electric wires inside did the job. This sounded 
reasonable. 

Mrs. O. got sold an entirely different idea. 4 
She came home with a widget that looked like Satisfied people who ve discover, d 
an overgrown, double-bed size heating pad, cov- e 
ered with quilted cotton. Her man said the idea 
was to take advantage of the nature of things. : 

Heat rises, so why not have your heating r eal S leeping comfort 
elements underneath you, instead of on top? 
This made sense to her. 


Well, sir, both our blankets worked fine, for e 
a while. Hilda’s submerged deal kept her snug un der a Gene r al Electric 
with nothing on top of her but a sheet, while 
my cheap-looking blanket filtered heat down- A 
ward. Came the night of reckoning. : 
Hilda’s pad stayed cold, despite prodding and utoma tic B lanke t 
shaking of the switch, while my blanket 
wouldn’t operate any longer except at full 


speed. You could have caoked a hot dog under 
it. 


is one of more than 2,000,000 


ee F Ce eg 


Our investment in artificial heat by now was 
considerable and we tried to get our devices re- 
paired. Hilda couldn’t find the manufacturer of 
hers; mine also seemed to have decided the 
electric blanket business was no road to riches. 

* om * 


Local electricians said they could fix any- 
thing electrical, but they were scared of off- 
brand blankets. The trouble seemed to be that 
each blanket maker had his own idea of how 
to control the heat, install the thermostats 
\ and place the wires. The idea of the repairmen 
seemed to be that any tinkering with such elec- 
trical mysteries as we presented might result in 
electrocution of customers. 

Sa'we put all our blankets in the attic, 





have done all along; I bought two first-class 
electric blankets, made and guaranteed by an 
old-line manufacturer. 


These are beauties. They even fit around FR i * 
the mattress at the foot of the bed so a fellow S WESS (5 OUF ‘most “mp ort ant p ve oduct 
won't kick out his feet, while in case of light- 


ing, power failure or other emergency, they 
turn themselves off. As soon as I get a louder G . N k r A L 
\ alarm clock, I think our troubles will be over. C T R { C 
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GREETING SPEAKER R. T. Nash, left, of Central Louisiana Electric Co., is 
J. Paul Brown, of the Alabama Power Co., who presided over the opening session 
of the residential and rural sales committee of the Southeastern Electric Exchange. 


“Sell Dealers The Truth” 


Delegates to the annual sales conference of the 
Southeastern Electric Exchange in New Orleans are 


warned not to antagonize 


More than 300 delegates to the an- 
nual general sales conference of thc 
Southeastern Electric Exchange heard 
- sage urge utility representatives of 
the area to adopt a strong selling pro- 
gram for next year. Sessions of the 
conference were held Oct. 28-30 at 
the Roosevelt Hotel in New Orleans. 

At the residential and rural sales 
committee meeting, held prior to the 
meen sessions, Chairman J. Paul 

rown, of the Alabama Power Co., 
emphasized the theme of the meeting 
as “Sell and Thrive in '55.” Brown in- 
troduced a number of speakers who 
closely followed the theme. 

“Since 1949 the industry has sold 
a total of 338 million appliances,” de- 
clared Roger H. Bolin, advertising 
manager of Westinghouse Electric 
Corp. “That’s eight appliances for 
each wired home in the country. In 
1930, there were 19 different appli- 
ances, but by the end of 1953 there 
were a total of 54 appliances on the 
market. And the end isn’t in sight. 

“In a dynamic, growing America 
we should sell 428 million appliances 
in the next five years. But if we are 
going to sell 428 million appliances, 
we are going to have to sell—and sell 
hard!” 

Utility Sales. In outlining how a 
utility should present its sales program 
to dealers, R. T. Nash of Central 
Louisiana Electric Co., Alexandria, 
suggested that his hearers “sell them 
the truth.” Pointing out that some 
utilities had used poor judgment in 
the past and had antagonized the deal- 
ers, Nash declared: “I believe in real, 
not just ‘advertised’ dealer coopera- 
tion. When normal good public rela- 
tions exist, most of the dealers are our 
friends. Accordingly, dealers who 
might individually oppose your pro- 
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dealers 


gram are, when placed in the midst 
of other men who agree with your pres- 
eniation, likely to go aloug. Get them 
together and sell them the truth.” 

Mrs. Amy Thompson, home service 
director of Florida Power Corp., dis- 
cussed “Recipes For Better Living 
Electrically.” She pointed out that a 
home service department primarily ex- 
isted for the purpose of helping the 
consumer or homemaker. 

Air Conditioning. Other talks were 
by Walter S. Seale, Alabama Power 
Co., who outlined his company’s plan 
for selling and financing wiring mod- 
ernization, by G. T. Bogard of Gen- 
eral Electric, who discussed the water 


New NARDA Head 





H. B. PRICE, Jr., president of Price’s, 
Inc., Norfolk, Va., was elected president 
of the National Appliance & Radio-TV 
Dealers Association at a recent meeting 
of the executive board in Chicago. Price 
was 1951 Electrical Appliance Brand 
Name Retailer of the Year and is cur- 
rently president of the Norfolk Retail 
Merchants Association and the Norfolk 
Community Chest 








R. E. SMITH, seated, of Mississippi Power Co., discusses some of his company’s 


sales plans with (left to right) W. M. Shepherd, Arkansas Power & Light Co., 
L. L. Koontz, Appalachian Electric Power Co., and C. M. Dewey, Gulf Power Co. 


heater as an offset to the room cooler, 
and by E. N. Avegno, New Orleans 
Public Service, Inc., who talked on the 
room air-conditioner as a new field 
for electric utilities. 

The general sessions of the confer- 
ence featured addresses by 12 leading 
representatives of the electric industry, 
mostly on load building problems and 
steps which various utilities had taken 
to overcome such problems. 

W. V. O’Brien, vice president of 
General Electric Co., had as his sut 
ject, “The Future Without Fear.” 
O’Brien declared he believed that “our 
economy is shaking down, imprcving 
efficiency, making price and inventory 
adjustments and gathering strength 
for another rise. 

“In the appliance field, we will wit- 
ness the widespread use of wall- 
mounted refrigerators, bringing about 
an entirely new concept of conven- 
ience. Similar cxisting advances in 
food freezers, washers, dryers and elec- 
tric water heaters will, long before 
1964, emphasize the need for eliminat- 
ing the word ‘saturation’ from the 
appliance field. As a matter of fact, the 
range field was saturated when the 
first electric range was introduced. A 
new type of cooking device was sold. 

“New electronic ovens using high- 
frequency induction heating will cook 
frozen meats in a matter of minutes, 
while cooking utensils with built-in 
heating elements will be automatically 
and thermostatically controlled and 
plugged in anywhere, since special in- 
sulation will prevent burning the work 
surface of adjoining components. 

“Strengthened sales efforts, better 
integration and cooperation of the 
entire electrical industry, farsighted- 
ness and courage . . . these are thé 
four essentials of fulfilling the goals 
for tomorrow.” 

Other talks were made by George S. 
Dinwiddie, New Orleans Public Serv- 
ice, Inc; G. C. Rawls, Louisiana 
Power & Light Co.; J. H. Coates, 
Ebasco Services, New York Harllee 
Branch, Jr., Georgia Power Co.; C. F. 
Westin, Public Service Electric & Gas 
Co., Newark, N. J.; W. M. Shepherd, 
Arkansas Power & Light Co.; Thomas 
Fulford, Virginia Electric & Power 
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Co., Richmond; Howard Farley, Na- 
tional Electrical Contractors Associa- 
tion, Washington; C. W. Cheatham, 
Alabama Power Company; P. T. 
Montfort, Texas A & M College, and 
Dr. George S. Benson, Harding Col- 
lege, Searcy, Ark. 

The general session were presided 
over by C. L. Osterberger, Louisiana 
Power & Light Co., and J. S. Gracy, 
Florida Power Corp. Arrangements 
were supervised by John W. Talley, 
executive director of the conference. 





SCHEDULED MEETINGS 
STEEL KITCHEN CABINET MERS. 
ASSN. 


(Quarterly meeting) 
Chicago 
December 8 
THE WINTER MARKETS 


Merchandise and Furniture Marts 
Chicago, Ill. 
January 3-14 


AMERICAN HOME LAUNDRY MFRS. 
ASSN. 


Annual Meeting 
Morrison Hotel, Chicago 
January 6 


NATIONAL APPLIANCE-RADIO-TV 
DEALERS ASSN. 


Annual Convention 
Conrad Hilton Hotel, Chicago 
January 9-11 


NATIONAL RETAIL INDUSTRY 
SHOW 


Madison Square Garden, New York 
January 7-11 

HOUSEWARES SHOW 
Navy Pier, Chicago 
January 13-20 
NAT’L ASSN. OF HOME BUILDERS 
11th Convention and Exposition 
Chicago 
January 16-20 
LOS ANGELES WINTER MARKET 
Furniture Mart, Los Angeles 
January 17-21 
SAN FRANCISCO WINTER MARKET 
Western Merchandise Mart, San Fran- 


cisco 
January 24-28 
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R. C. 


rawford accepts tickets to the Greater Memphis Home Show and an invitation from Herb 
{alpern, Graybar Sales Promotion Manager, to help staff Graybar’s model kitchen at the Show. 





CASH IN ON “SURE-FIRE” SALE 


via GRAYBAR 


“T guess this was just one of many selling 
opportunities Graybar works out for its 
dealers, but it sure clicked for me. I was one 
of the local dealers who staffed the Graybar 
display at the recent Memphis Home Show. 
A complete working kitchen and laundry set- 
up, the display provided a made-to-order 
way of demonstrating both major appliances 
and the popular lines of electrical house- 
wares distributed by Graybar. 


Your Customers WANT the popular appliances... 


GRAYBAR ELECTRIC CO., INC. 


Executive Offices: 
Graybar Building, 420 Lexington, Ave., New York 17, N. Y. 


ELECTRICAL MERCHANDISING—DECEMBER, 


Says: R. C. CRAWFORD, President 
Crosstown Appliance Inc. 
Memphis, Tenn. 


“More than 50,000 persons paid 50¢ each 
to see the show — almost all were potential 
customers... and many became buyers in- 
stead of just browsers. 

“T’ve dealt solely with Graybar ever since 
opening my store. I’ve enjoyed working with 
them... they’re an alert, aggressive organ- 
ization anxious to provide ‘extra service’ 


whenever it’s needed.” 441-612 


R.C. Crawford... 
operates Mem- 
phis’ newest ap- 7 
© pliance store in 
e the heart of the 
e downtown shop- 
ping area. Toast- 
master, Universal, Telechron, 
* Sunbeam housewares distrib- * 
e uted by Graybar are fast mov- e 
e ers in the Tri-State area. So , 
for prompt efficient service on 
stock orders and parts, Mr. 
Crawford relies on Graybar. 





At the Show, Crawford and Graybar 
Salesman Walter Lee team up to do a 
selling job on electrical housewares — 
found actual demonstrations hard to 


beat for results. Graybar Dealers 
from Memphis working in shifts 
made on-the-spot coffee, toast, sand- 
wiches, etc. for interested (and hun- 
gry) prospects. 


IN OVER 110 
PRINCIPAL CITIES 
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In Chicago, 
it takes 2— 
to satisfy all ages 


No single daily newspaper reaches 
even half your Chicago-area pros- 
pects. It takes Two. For greatest 


unduplicated coverage, one must 
be the... 






THE yp CHICAGO 


= 

2 

wu?! SUN-TIMES 
8 

211 W. Wacker Dr., Chicago * 250 Park Ave., New York 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., 
LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA 
HAL WINTER CO., MIAMI BEACH 
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The Discount Bite 


Retail discount outlets get $25 billion a year, 
18 percent of the total sales volume according to a new 
survey by the Chamber of Commerce 


Discounters are now ringing up sales 
of $25 billion a year at the retail level, 
according to a survey of 100 top retail, 
wholesale and service executives by 
the U.S. Chamber of Commerce. 

In all, 18 percent of retail sales are 
going through discount channels, ac- 
cording to chamber estimates. At 
wholesale, 15 percent of sales are dis- 
counted but the dollar volume is also 
set at $25 billion for a combined total 
of $50 billion annually moving to dis- 
counters at retail and wholesale. 

The appliance field is the hardest 
hit by discount activity, the chamber 
reported. But other commodity lines 
are being touched, including automo- 
biles, watches, floor coverings, auto 
supplies, sporting goods, drugs, cos- 
metics, building supplies, paints, and 
men’s clothing. 


Nearly half of the executives said 
they plan to adopt stronger competi- 
tive merchandising tactics. Almost as 
many, well over 40 percent, said they 
will press manufacturers and suppliers 
to take corrective action. Two other 
popular courses were: a) push for com- 
pliance with fair trade and price main- 
tenance legislation, and b) stop han- 
dling price football brands. A quarter 
of the answers recommended one or 
the other of these steps. 

Some 19 percent said they would re- 
quest newspapers to refuse price-cut 
advertising, and 15 percent of the re- 
tailers suggested fighting “fire with 
fire’ and adopting similar price-cut- 
ting activities. 

On legal remedies, the group split 
widely on leaving the laws alone, 
strengthening them or loosening them. 


The New Congress Means... 


Fair trade laws will get careful scrutiny in 
January, but probably won’t be changed; tax moves 
won't affect appliance dealers 


One of the major merchandising 
issues which may come up in the 
Democratic-controlled 84th Congress 
is a familiar one—federal support of 
state fair trade laws. A tip off on 
whether fair trade will get congres- 
sional scrutiny again will come in the 
recommendations in the report of the 
Attorney General’s special antitrust 
committee. 

This committee of experts, headed 
by antitrust chief Stanley Barnes and 
Michigan law professor S. Chesterfield 
Oppenheim, has been reviewing all 
phases of antitrust and is planning to 
make its final report by the end of 
January. One of the subjects they 
have had under study is the impact 
the federal McGuire act—which legal 
izes state fair trade laws—has had on 
the economy. 

It’s no secret that the Justice De 
partment’s antitrusters look with a 
jaundiced eye on the antitrust exemp- 
tion set up in the McGuire act for 
resale price maintenance. They re- 
cently opposed a move in Congress to 
adopt a fair trade law for the District 
of Columbia. And there are persisting 
rumors that the Attorney General's 
committee will recommend that fed- 
eral props to fair trade be removed. 

If the Eisenhower administration 
takes such a legislative stand in the 
next Congress, the recommendations 
will have to go through Senate and 
House Interstate and Foreign Com- 
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merce Committees first. In the Sen- 
ate, New Dealer Warren Magnuson 
(D.-Wash.), as ranking member of 
the committee will take over the chair 
man’s reins from Ohio’s John W. 
Bricker. J. Percy Priest (D.-Tenn.)- 
who has expressed some doubts about 
the “fairness” in fair trade—is slated 
to succeed Charles A. Wolverton (R.- 
N. J.) as chairman of the House 
Commerce Committee. 

While fair trade may be in for 
another bitter fight, prospects for 
Democratic repeal do not appear likely 
at this time. It was at the hands of 
Democratic Congresses that fair trade 
got its major assists on the federal 
level. The Miller-Tydings act, first to 
legalize state laws, was passed in 1937, 
and the present McGuire act, which 
plugged the non-signor hole in the 
previous law, was adopted in 1952. 

Electrical merchants can expect 
little if any change in their taxes. Ap 
pliance excise adjustments were taken 
care of in the last session and are not 
scheduled for new consideration now. 
About the only jockeying there'll be 
on taxes in the 84th Congress will be 
over the 52 percent corporate income 
tax, which is to go back automatically 
April 1 to 47 percent. Both the ad- 
ministration and the Senate and House 
Tax Committees, feel the present rate 
ought to be extended. There may also 
be some efforts to liberalize the capital 
gains tax. 
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DEALERS in Long Beach, Calif., listen attentively as M. G. Sues, president of Sues, 


Young and Brown, Los Angeles distributorship explains what his firm’s new dis- 
tribution policies will mean to retailers. 


Cleaning Up the Trade 


Sues, Young & Brown, big Los Angeles distributor, 
fights back at discount selling by fair trading its 


lines; substitutes stronger 


One of the boldest moves made so 
far to help dealers meet the problems 
of off-list selling took place in Los An- 
geles on October 20. 

In three quick steps, the West 
Coast’s largest independent distrib- 
utor, Sues, Young & Brown Inc.: 

(1) Cancelled all Norge, Ironrite, 
Zenith, Lewyt, and Vornado fran- 
chises. 

(2) Fair traded each of 
brands under California law. 

(3) Started signing up dealers un- 
der one of the most restrictive fran- 
chise agreements ever written. 

Dealers were given an opportunity 
to get any of the five lines by signing 
1 standard fair trade agreement and 
1 “dealer authorization” designed to 
place the brands in only those retail 
outlets which are doing the following: 


these 


Billboard Battle: 


franchise agreements 


(1) Maintain a place of “business 
open to the general public and display 
therein a representative display of the 
product line; 

(2) Provide periodic window dis- 
play for these products; 

(3) Protect his interest and his 
profits by following the stipulated re- 
tail prices specified by the distributor 
for these products; 

(4) Sell only to the consuming 
public, and in no case trans-ship to 
other dealers, whether or not they 
are authorized dealers. 


(5) Provide adequate installation 


and service facilities, either through 
its Own Organization or by contract 
with an authorized service agency; 

(6) Carry sufficient inventory to 
provide prompt delivery of merchan- 
dise to the retail purchaser; 


Before... 


THIS $12,000 NEON SIGN dressed up the rear entrance of a new Seidel Furniture 
Co. store in St. Louis and invited customers from a neighboring 1200-car parking 
lot. But the lot belonged to a Sears Roebuck store located one half block north of 


Seidel. So Sears built... 


ELECTRICAL MERCHANDISING—DECEMBER, 








1954 






(7) Co-operate with the distributor 
in its efforts to adequately and prop- 
erly train the sales and service per- 
sonnel; 

(8) Maintain the highest standards 
of ethics in advertising the features 
and stipulated retail prices specified 
by the distributor. 

Teeth were placed in the “dealer 
authorization” with these provisions 
agreed to by both dealer and Sues, 
Young & Brown. 

Dealer can cancel franchise at any 
time for any reason by refusing to 
buy. 

Distributor can cancel franchise at 
any time for any reason by refusing 
to sell or deliver to a dealer. 

In event of cancellation of a fran- 
chise by either dealer or distributor, 
the dealer agrees to let Sues, Young & 
Brown repurchase any inventory in 
dealer’s possession at billed price or 
current wholesale price, whichever is 
lower. 

Open War. One newspaper called 
teh Sues, Young & Brown announce- 
ment “open war on discount selling.” 
How the new policies of this dis- 
tributor might effect off-list selling of 
these five brands in “discount-ridden 
Los Angeles” was seen by many deal- 
ers who studied closely the provisions 
of the “dealer authorization.” 

While this distributor, in words of 
its vice president in charge of sales, 
Chas. Culbert does not “. . . propose 
to operate outside the law or in re- 
straint of trade . . .” and will “sell 
anything to any dealer provided he 
meets our qualifications”, it was evi- 
dent that: 

(1) “Card houses”, the largest vol- 
ume discount operations in southern 
California, would be eligible for 
Norge, Zenith, Ironrite, Lewyt and 
Vernado only with a change of policy 
that makes them “. . . open to the gen- 
eral public” as well as adherence to 
fair trade prices. 

(2) Warehouse outlets, second larg- 
est discount operators there, would be 
eligible for SYB’s lines only by put- 
ting in window displays and floor dis- 
plays, ete. 

(3) Catalog operators, not particu- 
larly active in Los Angeles, would 


~~ 
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WELCOMES You! 





stumble immediately over the provi- 
sion requiring “‘. . . sufficient inventory 
to provide prompt delivery”; discount- 
ing dealers without franchises would 
have difficulty in getting SYB mer- 
chandise from franchised dealers with- 
out the latter jeopardizing their fran- 
chises. 

What Dealers Think. That Sues, 
Young & Brown—as the first distrib- 
utor to fair trade its full lines of 
majors and TV—might spark a 
“counter-revolution” in southern Cali- 
fornia, was seen by several dealers 
interviewed by Etxecrricar Mer- 
CHANDISING in Long Beach after an 
SYB meeting. Already encouraged 
by Philco’s national policy, Frigid- 
aire’s continuing close watch on fran- 
chised dealers, the new Crosley-Ben- 
dix policies, and recent moves by 
G-E there, these dealers felt that the 
pendulum was at least hesitating in 
its swing away from the legitimate 
dealer. These dealers had heard 
SYB’s president, M. G. Sues, say that 
he did not agree with E. B. Weiss 
in October's EvrecrricaL MERCHAN- 
DISING when that writer stated that 
the “‘off-list revolution” could not be 
met by any action of distributors and 
dealers. Said Sues: it is no longer 
possible to believe that conventional 
and discount selling are compatible. 
One can be combatted by the other 
through head-on action. 

SYB vice-president Culbert added 
“. , time has arrived for positive ac- 
tion. Distributors, manufacturers or 
dealers can’t talk out of both sides of 
their mouths at the same time. Either 
you do or you don’t .. .” 

Gambling on Volume. In making 
this move through fair trade and rigid 
dealer requirements, Sues, Young & 
Brown immediately chances the loss 
of 13.3 percent of its present volume— 
that is the percentage of its major ap- 
pliance and television sales which has 
been going to discount houses. One 
discount house alone represented 
$350,000 annually to SYB. With its 
new move, says president Sues, the 
company has elected to put its faith 
and its: future with the 86.7 percent 
of its dealers who represent legiti- 
mate, merchandising outlets. 


...and After 
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THIS TOWERING BILLBOARD and fence to hide the Seidel sign. So far, Sears’ 
management, from the president on down to the local store manager, have turned 
a deaf ear on the pleas of Seidel and other merchants in the block. Said J. J. 


Seidel: ‘‘Maybe we'll raise our sign.”’ 
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THIS BUILT-IN RANGE in G-E’s new range line is available 
in five decorator colors. The company says the 21-inch oven 
in this custom unit is the first wide-opening oven available in 
built-in type ranges. 


= 


G-E’s VERSION of the “‘upside down” refrigerator is this 13.7 
cubic foot model. Freezer section is placed below the 10 cubic 
foot refrigerator unit. The freezer will hold up to 130 pounds 
of frozen food. 
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Almost everything's new in the 
firm’s major appliance line for 
1955 as the company restyles 
familiar products, introduces some 
completely new ones, and goes 
heavily for color 














- 
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FIRST COMMERCIAL VERSION of G-E’s long heralded wall 
refrigerator is this combination refrigerator-freezer in the 
firm’s 1955 appliance line. The 64-inch unit has eight cubic 
feet of refrigerator space and two cubic feet of freezer space. 
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ELECTRIC KITCHEN CENTER is the 
name given this ‘‘all in one” product by 
General Electric. Mounted together under 
a stainless steel counter are a combina- 
tion washer-dryer, c Disposall-equipped 
sink, a dishwasher and a range with stor- 
age drawer. 


N one of the most complete re-styl- 
ing jobs ever done on a complete 
appliance line General Electric’s major 
appliance division has come up with 
a “new look” line for 1955 which in 
cludes 
—a completely new appliance called 
an electric kitchen center which 
incorporates five appliances un- 
der a single counter top 

—a wall-type refrigerator freezer 

combination and an “upside 
down” refrigerator-freezer 

—a built-in range 

—a combination washer-dryer 

—and an ambitious color program 

which makes five colors available 
for deluxe models and two colors 
available for medium and low 
priced units. 

The Colors. G-E says its conver- 
sion to color is the result of measuring 
the public’s growing appetite for color 
over an eight year period. In 1946 
only five percent wanted color. In 
1954 over 50 percent of homemakers 
questioned said they wanted their next 
kitchen in color. In addition to white, 
medium and low-priced appliances 
will be available in canary yellow and 
turquoise green. Deluxe units are 
available in “petal pink,” “cadet blue,” 
and “woodtone brown” as well. Match- 
ing shades of Textolite plastic surfac- 
ing will be made available and all col- 
ors will be duplicated in Glyptal resin 
paints which will be available. 

The Kitchen Center. The new elec- 
tric kitchen center, which includes a 
washer-dryer combination, a Disposall 
equipped sink, a dishwasher and a 
range with storage drawer, brings the 
“built-in custom look” well within the 
range of the $10,000 home, G-E off- 
cials say. Combination of the appli- 
ances cuts down on overall cost and 
on installation fees. 


Built-In Ranges. The built-in range 
features a full 21-inch oven and a sur- 
face unit which can be installed in any 
36-inch base cabinet. The units are 
available in G-E’s five mix-or-match 
colors as well as in white. 

Wall Refrigerator. An eight cubic 
foot refrigerator and a two cubic 
foot freezer have been combined in 
the wall unit which G-E calls a “‘radi- 
cal innovation in refrigerator design.” 
The unit is 64 inches wide and is in- 
stalled with special retainer and bolts 
which anchor to the wall studs. 

Other Appliances. Also new in the 
G-E line are a new automatic washer, 
dryer, quick recovery water heater, Dis- 
posall units, flush-mounting air condi- 
tioners and food freezers which incor- 
porate an “easy-freeze” tray which is 
said to simplify frozen food prepara- 
tion and eliminate food waste. For de- 
tails see the New Products section in 
this issue. 
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A message to kitchen distributors and dealers 
from the makers of Palley Steel Kitchens. 








tT. | Common 
Sense 
an 
Uncommon 
Profits 





Common sense tells us that adequate profits should not be un- 
common. Distributors and dealers must have margins that 
produce the kind of profits essential to sound business manage- 
ment. Palley has turned this thought into accomplishment! 


| FIRST SHOWING 


This is our new kitchen merchandising plan . . . a plan that builds volume sales 
with full profits! 
New 1955 heme | eS ) 
v , In 1955, our Golden Anniversary year, we will introduce two new lines of Palley 
Palley Steel Kitchens Kitchens . . . with quality, design, features and prices to meet every consumer 
demand. These lines offer all the advantages of wood and steel . . . plus the only 
Space 1784-85 practical solution ” color " waeeessciaite 7 rt | 
In order to make high quality kitchens to sell at attractive retail prices . . . with 
American Furniture Mart full margins . . . our plant has been enlarged and equipped with the most modern 
during the January Market dies and machinery, providing all the economies of advanced engineering and 


production techniques. 












Advertising, literature, displays and other materials necessary to produce volume 
sales have been created and market tested. 


Our regional sales managers, including some of the best known men in the kitchen 
industry, will assist our distributors and dealers in modern, imaginative selling. 





PALLEY Profitable, business-building promotions are a part of this program. 
More distributors and dealers are invited to complete our national distribution. 


M ANUFACTURING COMPANY We are certain our plans include a great opportunity for you. Let us give you all 


the common sense details. 
Pittsburgh 33, Pennsylvania Yours truly, : sal 
: / Rus 


CABINETS OF STEEL ( palleu y 
FOR LASTING APPEAL ___ 
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/, J. Lewis Palley 
President, 


PALLEY MANUFACTURING COMPANY 











INSURE CLOTHES 
DRYER SATISFACTION 


a 
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The ORIGINAL 


AUND-R-VENT 


For ALL Clothes Dryers 


BEST BY TEST—Don’t risk your customer relations by installing 
inferior clothes dryer vents. ‘Look under the hood’’—compare 
LAND-R-VENT and LAUND-R-VENT’S new low prices with all 
others. Note these superior LAUND-R-VENT features . . . all alumi- 
num construction; no rust or ice worries . . . Friction free damper; 
retards down draft. . . Easy to install. 


Now Available! SNAP LOCK PIPE 


3° LAUND-R-VENT only is $1.95—4" LAUND-R-VENT only is 
$2.20. 3” Standard complete kit containing one LAUND-R-VENT, 
three 24” lengths Snap Lock aluminum pipe, and two adjustable 
aluminum ells, is only $4.30 ... 4” Standard complete kit is 
only $4.93 . . . Special kits available. 


"Complete Your Installation’”’ 


ee Your Jobber, or Write 


C OLE - § E W E LL Engineering Co. 


2288 UNIVERSITY AVE. ‘ST. PAUL 14, MINN. 





Don’t end your 
salesmanship 


here... 


Add the “goodwill extra” that continues 
to sell your service after you've sold the 
appliance. When you deliver, use SLING- 
ABOUTS for safe, easy handling. Made 
of water-repellent canvas, thickly padded 
and flannel lined, they are easy to slip on 
and off, and prevent damage to appli- 





ances and to customers’ walls and wood- 








work, A convenient handsling makes 


moving and lifting safe and easy. Sling- nis Meni Oeepadeuns 
for Radio, TV, Hi-Fi 


and Air Conditioners 


abouts are economical, too, for they can 


be used over and over for years. 





AVAILABLE FOR ALL MAKES OF APPLIANCES... 





ea sb SR- 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 

















: | 
| Send Slingabout or Wrapabout prices for Model + 
| Make Refrigerator . 
| Nome oane | 
| Address ma gy 
| Oy State eee, || 
a ae a a a ee 












<< SN Ad " mr a ge 23 
WELCOME FOR WESTINGHOUSE is staged at Las Vegas airport as 250 radio ¥ 
dealers and their families arrive for a six-day expense-paid vacation. The West- 


inghouse guests, winners of the four-month Las Vegas Radio Round-Up sales 
contest, were met by mounted cowboys, cowgirls and a sheriff's posse. 


Westinghouse Goes West . . . 


FOR CARD DEALERS or radio dealers, the medium of exchange in Las Vegas is ‘ 
silver dollars. Westinghouse obligingly supplied each guest with a bag containing 

25 “‘cartwheels.’’ A sheriff's posse kept watchful eye on the distribution which ) rl 
preceded a barbecue dinner at Frontier Village. 


_.. For Dealers’ Holiday 





e a : 


EAST MEETS WEST as Richard J. McCusker, eastern regional manager of West- 
inghouse TV-radio division, touts features of portable to Elmo Ellsworth, manager 
of the Las Vegas Chamber of Commerce Convention Bureau, at a Western-style 
sales meeting held for the vacationing dealers. 
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big winner! 


YOU are eligible for the coveted Brand Name Retailer-of-the-Year 
Plaque or one of four Certificates of Distinction to be awarded 
in your retailing field next Brand Names Day. 

Win one of these important awards by promoting brand names 
all through 1954! Brand names mean business. Thousands—or millions— 
of dollars worth of national advertising, paid for by the 












































manufacturers, pre-sell your customers and cut selling time. You get 
faster turnover, because known brands outsell unknowns by 
seven or eight to one in most categories. 

Steady demand and repeat sales give you fewer markdowns. Because 
brand name manufacturers pre-test their products, and assume 
responsibility for them, you have fewer adjustment worries. Reputable 
brands add prestige to your store, and bring you advertising help 
that cuts your costs and adds to the effectiveness of your advertising. 

These are the ways you win, this year, by promoting brand names. When 
you win a Brand Name Retailer-of-the-Year Award, your winnings 











increase! Exciting publicity in your local newspapers and trade papers 
brings you prestige among your customers and your suppliers, 
and adds to store traffic. 


) Be a big winner! Send the coupon for your Brand Name 
, PF Retailer-of-the-Year entry blank today! There’s no cost, 
no obligation, no entry fee. And you get the idea-packed 
merchandising kit, “Brand Names Mean Business,” 
J . 


po ne cae apn ee ee ee ee a eee 


37 West 57th Street, New York 19, N. Y. 











Please send me an entry form for the 1954 Brand Name 
Retailer-of-the-Year competition, and a copy of the 
free kit, “Brand Names Mean Business.” 


Firm Name 





Type of Firm 





Executive- 
Title_ 
Street F.2 

City. Zone State 
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PARIS ATMOSPHERE at Mitchell sales meeting is sampled by Don MacKenzie of 
Trips to Paris and 250 other vacation spots are offered 


Hallicrafters, Chicago 
for purchases of air conditioners. 











i 


Make ‘Em Forget 1954 


Mitchell comes up with a completely new air con- 
ditioner as a means of making dealers—and the public 


—forget what happened in 


How do you sell 1955 merchandise 
when the trade is glutted with carry- 
over inventory? 

That’s a question plaguing the room 
air conditioner industry mght now. 
Last month Mitchell Mfg. Co. let dis- 
tributors and dealers in on its answer 
to the problem. 

“We know that it would be impos- 
sible to produce a 1955 model to retail 
at a price as low as 1954 carry,over 
models are likely to be sold at,” said 
president Bernie Mitchell. His com- 
pany’s solution is simple: give so 


1954 


much more value in 1955 that 
memories of 1954 cut prices will be 
blotted out. By putting “a few extra 
dollars” into oversize coils and bigger 
and more powerful blowers and 
motors, Mitchell has, according to its 
president 

(1) produced a 


unit of such 


stepped-up cooling power as had never 
before 
possible. 
(2) produced a unit with powerful 
features affecting installation, design 
and performance so superior as to set 


been attained or 


thought 





PROSPECTS for 1955 sales are discussed by E. G. Doris, distributor Frank Rose 
of Newark, Eugene Tracey, Mitchell vice-president, and Jack Davidson, new 


eastern district manager for Mitchell. 
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COMFORT COTTAGE merchandising aid is demonstrated by Mitchell advertising 
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vice-president Howard Haas. One suggestion: let customers make phone calls 


from the ‘‘cottage.”’ 


it completely apart from anything 
that has been previously produced in 
this field. 

As an example, a new 7 hp. unit is 
said to be able to cool 30 to 50 percent 
more area than any similar unit on the 
market. The new Mitchell will drop 
an average room’s temperature down 
12 degrees in 3 minutes and 15 sec- 
onds—compared to 25 minutes re- 
quired by other units. The new 
Mitchell will operate properly even 
when voltage drops to 92; the 7 hp. 
unit has a power factor of 90, meeting 
the 1956 target requirements set up 
recently by the industry. Because of 
these improved electrical character- 
istics many sales lost in 1954 because 
available voltages couldn’t take it may 
be able to use the new Mitchell unit, 
company officials say. 

A basic patent position is claimed 
by Mitchell for its “expando-mount”, a 
beliows type mounting which permits 
installation in five minutes and makes 
this operation so simple that many 
users will ‘do it themselves”. 

As usual a variety of advertising and 
merchandising plans have been set up 
by Mitchell. Last year’s distributor- 
dealer protection plan (under which 
these groups were compensated at sea- 
son’s end for carry-over inventory) will 
be continued. New this year is an early 
bird promotion under which one out 
of every 20 purchasers will receive 
their unit free of charge. Warranty 
cards will be grouped into groups of 20 
and one of each 20 will receive a free 
unit. 

Also new is a travel incentive pro- 
gram which Mitchell says is the biggest 
ever sponsored by a single company. 
Prizes range from a week-end at 
Niagara Falls to a nine-day stay in 
Paris. Dealers who buy upwards of 50 
units before February 1 get the Paris 
trips; in addition, all dealers buying 
six or more units will be given a week- 
end trip plus a chance on a ticket to 
Paris. 
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Add Rotisserie 


A “big name” invaded the rotisserie 
field last month as Westinghouse Elec- 
tric Corp. introduced a new unit 
which can be used with an West- 
inghouse roaster-oven or as a separate 
rotisserie. 

For its new rotisserie Westinghouse 
claimed the largest capacity of any 
complete meal unit on today’s market. 
Sold for use with a roaster-oven, the 
new rotisserie is fair traded at 
$29.95. With an inset pan and 
wrought iron stand it retails at $39.95. 
The complete roaster oven is $73.90 
and a “party cart” is $19.95. 

Westinghouse has also introduced 
several new fans, including three 
models which can be used as a win- 
dow, table or hassock fans. Other new 
fans include two deluxe window 
models, an improved version of the 
Mobilaire and a portable twin blade 
fan for industrial and commercial use. 


To Promote Wiring 


A double-barreled campaign on ade- 
quate wiring is the first promotion in 
a new appliance merchandising pro- 
gram being undertaken by Look 
magazine. 

The new program is designed to 
help manufacturers, distributors and 
dealers sell Look-advertised products. 
The opening campaign on adequate 
wiring is tie-in with an editorial fea- 
ture, “Watch Your Wiring,” which 
appeared in the November 2 issue of 
the magazine. The current campaign 
can be used either on a “watch your 
wiring” theme or in a merchandise 
selling campaign based on the con- 
cept of the “well-applianced home.” 

Self-mailers of the magazine article 
and other merchandising aids are 
available. In addition, Look is spon- 
soring an industry-wide competition 
with trophy awards to utilities, dis- 
tributors, contractors and dealers. 
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HAVE YOU A DISASTER PLAN FOR YOUR PLANT? 


BOMBS...OR FIRE...OR FLOOD...OR TORNADO 
e+. you can handle them if you act now. 


Let’s face it... the threat of war and the atomic bomb 
has become a real part of our life—and will be with us 
for years. Fires, tornadoes and other disasters, too, can 
strike without warning. 

Whatever the emergency is, everybody’s going to 
want help at the same time. It may be hours before out- 
side help reaches you. The best chance of survival for 
you and your workers—and the fastest way to get back 
into production—is to know what to do and be ready to 
do it. Disaster may happen TOMORROW. Take these 
simple precautions TODAY: 

[-] Call your local Civil Defense Director. He’ll help 
you set up a plan for your offices and plant—a plan 
that’s safer, because it’s integrated with community 
Civil Defense action. 

[_] Check contents and locations of first-aid kits. Be 
sure they’re adequate and up to date. Here, again, your 


1954 


CD Director can help. He’ll advise you on supplies 
needed for injuries due to blast, radiation, etc. 

[_] Encourage personnel to attend Red Cross First-Aid 
Training Courses. They may save your life. 

[_] Encourage your staff and your community to have 
their homes prepared. Run ads in your plant paper, in 
local newspapers, over TV and radio, on bulletin boards. 
Your CD Director can show you ads and official CD 
films or literature that you can sponsor locally. Set the 
standard of preparedness in your plant city. There’s no 
better way of building prestige and good community 
relations—and no greater way of helping America. 


Act now ... check off these four simple points... 


before it’s too late. 
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_ To meet today’s competition, Andrea is retaining its tradi- 

eee ae guelty © = yet at the lowest prices in history. MS a 
) and it’s TROUBLE-FREE*. This means higher profits ws 
easier selling and more recommendation sales. 


CHECK THESE FEATURES: 
% Wood cabinet, genuine 
mahogany veneers. 
% 22 tubes (21” P. T.) 
%*% 12 inch speaker. 
* Four IF stages. 
-% 41 MC video IF. 
%* $2 UHF-VHF channels. 


*independent surveys show thot Andrea TV 
averages less than one service call per year. 


Andrea is a bargain whichever way you look at it. Write | 
today for complete information on the generous Andrea — 


franchise. See for yourself! 4 
ANDREA RADIO CORPORATION 
27-01 BRIDGE PLAZA NORTH, LONG ISLAND CITY, N. Y. 


for your Customers 


Water 
IR SALES... for YOU! 





NESCO 


ELECTRIC 
TEARYTE 


Suggested Retail Price 


This Nesco Electric TeaRyte makes anytime an “Instant Success"’ 
for homemakers who make hot beverages. Brews at a cup-a- 
minute rate . . . crafted to match the finest service. (TeaRyte 
only, $29.95.) Deluxe Unit includes matching triple-sterling 
chrome tray, sugar and creamer . . . ($39.95 suggested retail 
price), Order from your Distributor now! 


CN € S CO) Nesco Nationally Advertised 


© 1954 NESCO, EXECUTIVE OFFICES, MILWAUKEE 1, WIS 


You Are Always RYWTE ... With NESCO 
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Fun in Nassau 


FEDDERS-QUIGAN CORP., manufacturers of room air conditioners played host 
to over 900 distributors and dealers, all sales contest winners, with an expense 
free week’s vacation in Nassau, B.W.|., recently. Shown above are C. H. Brown 
distributor, Harrisburg, Pa.; Lou Litsky, president L & P Electric Co, N. Y 
distributors; Ed Becker, N. Y. regional manager for F-Q; Al Mars, Milmar, Inc., 
Cleveland; Ted Herkes, Motorola, Chicago, and Al Lacey, Chicago regional 
manager for F-Q 





A TYPICAL DEALER GROUP at Nassau’s Emerald Beach Hotel includes 


left to 
right; Fred Carpenter, Columbus, O.; Mr. & Mrs. Bob Monroe, Columbus, O.; 
Mr. & Mrs. Norman Chase, Rockville Centre, Conn.; Mr. & Mrs. Ray Kahn, 
Hartford, Conn. and Mrs. Carpenter. 


Fewer Dealers, More Sales 


Only half of Magnavox’ dealers have been re-fran- 
chised this fall but volume is double that of last year 


and only promotional models are in free supply 


'wice as much business from half 
as many dealers. 

lhat’s the surprising result of Mag- 
navox’s re-franchising program which 
the firm undertook this fall. Although 
only half of the company’s former 
dealers have been re-franchised and 
ilthough no additional dealers are cur- 
rently being franchised, sales are at 
record levels and October deliveries 
were double those of last year. 

Even more gratifying, says president 
Frank Freimann, is that 80 percent 
of sales have been in units retailing at 
over $200. Promotion models at $150 
and $180 are the only ones available 
for immediate shipment. 

The volume of orders received so 
far this fall has forced Magnavox to 
temporarily halt its re-franchising op- 
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eration. ‘The firm is now selling 
through 850 accounts and after the 
first of the year will begin adding 
about 50 dealers per month. At that 


time the firm hopes production will 
have been stepped up enough to make 
an adequate supply of merchandise 


available. 

(he sales record this fall proves, 
says Freimann, that “dealers willing 
to adhere to sound merchandising 


principles can do so profitably.” He 
pointed to an independent dealer pre 
ference survey as proof that dealers 
approved Magnavox’ policy of not 
selling to discount houses and price 
cutting dealers. The survey indicates 
that 90 percent of the dealers inter- 
viewed preferred to sell Magnavox 
over other brands. 


1954—ELECTRICAL MERCHANDISING 








ny 


a: pee = 
AT CHICAGO distributors’ dled of the 1955 line, John Fellman of i 
appliance sales, checks the reaction of E. B. Craig, outstanding distributor from 
Nashville, Tenn., to the new freezers, refrigerators and room coolers. 





FEATURES of the new Deepfreeze Duplex are pointed out to Roscoe Walker, 
manager of field sales, and F. F. Duggan, vice president, by Jack Rishel, new 
general sales manager. Shown is the double door Duplex. 


Duplex for City Living 


Deepfreeze adds a “Duplex,” half refrigerator, 
half freezer, in a bid for the city market; new freezers, 
air conditioners added to the 1955 line 


the rest of the 1955 line. 
Four upright freezers, twice the 


Spearheading the 1955 line of Deep- 
freeze appliances is a combination re- 
frigerator-freezer tagged the “Duplex” number available last year, are in the 
wailable in three models. new Deepfreeze line. Capacities are 

\imed especially at the city market 12, 16.1, 18.6 and 18.9 cu. ft. Four 
where space limitations are important, chest models are in 7.7, 13.6, 17.8 — 
the Duplex has two completely sepa- 23.7 cu. ft. sizes according to J. 
rate compartments, a 4.2 cu. ft. freezer Rishel, Jr., new general sales manager. 


topped with a 7.3 cu. ft. refrigerator. 
Separate cooling tubes keep the tem- 
perature in the refrigerator at 40 de- 
grees and, without the freezing unit 
inside the refrigerator, defrosting can 
be accomplished at every cycle of the 
system and the water is evaporated. 
New color stylings of copper-tone, 
coral and cream are highlighted in the 
Duplex models and continue through 
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The 1955 Deepfreeze room coolers 
feature three position mounting, col- 
ored push button controls and a wash 
able electrostatic filter. Imperial 
models also have fresh air intake, stale 
air exhaust, two speed fan, thermostat 
and auxiliary heater. The 14 ton model 
sells for $479.95; 1 ton, $399.95: 
+ ton, Imperial, $349.95; and Custom, 
$289.95. 
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The Kisco kid says... 


is qt” 


with 





in 1955 


Again Kisco sets 
the Pace with many 
New models. 






Get the inside story on 
the Kisco line before ordering. 








Mr. & Mrs. John Public will know a// about 
the complete Kisco line this coming spring. 
They will be told by means of — 


e TELEVISION e BUS & CAR CARDS 
e RADIO SPOTS =» NEWSPAPER ADS 
e DISPLAY RACKS — ANIMATED DISPLAYS 


This year as always . . . KISCO again leads the 
parade with 


.».t0 Introduce a Floor Model 
..t0 be Guaranteed 5 Years 
.»in Satisfied Customers 


‘In Quality and Performance 


See the new Kisco line on display 
JANUARY 13th to 20th Booth 384 
NATIONAL HOUSEWARE SHOW. 














the fegnof Pofit! 


KISCO COMPANY, 

















2400-40 DeKALB ST. LOUIS 4, MiSSOURI 
Designers and manufacturers of Cooling and Ventilating Equipment. 














Deliverves are SO EASY 
We a AY S/) D 









WHEELS & 
SWING *%, 
forwordto “* 
load... backward 
to balance the load. 





SLIDES 
up stoirs, 
downstairs, 
in and 

out of trucks. 





One man makes deliveries 


YOU CAN SAVE the cost of an extra man because one man and an Easload can 
handle any appliance easily and safely with its load balancing design and 
slide runner frame. And your appliance is always protected on the rubber 
covered Easload frame; it is strapped 
in place and cinched tight with built-in 
ratchet cincher. Wheels have 10 x 2.75 
cushion tires. Toe plate has two small 
rubber wheels. Frame is all welded steel. 
Handles 800 Ibs. with ease. 

Order yours today on a money-back 


- 
CESCO MODEL 





A lightweight appli- 
ance truck with ratchet -{ 
cincher and strap, rub- 
ber covered sled run- 
ner, tube steel frame. & 
Handles 600 Ibs. Low 


priced at $39.50 














guarantee of satisfaction... 


$53.50 


F.O.B. Los Angeles 


COLSON equipment & suPPLY co. 
1317 Willow Street, Los Angeles 13, California 











7 y, e 
Af Jewel Of 


MECHANICAL PERFECTION 


usive Shayitron Shredder. Umbrella 
r keeps motor dry af aii times 
t+ and vibrationiess. Easy to instal! 
easy to sell. Retails for $89.50 


The Profit Making 


WasteMastevu 


FOOD WASTE BISPOSER 


LOCKLEY MACHINE COMPANY 
WASTEMASTER DIVISION 
NEW CASTLE. PA. 


Please send literature on the 
easy-to-sell Wastemaster. 


kG IE + EE : i 
Address eisai ideas 
Se eS State 
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Electrio 
Hair 
Clipper 
* Comb 
; © Shears 
* Attach- 


ment 
Comb 


WAHL 
HOME-BARBER KIT 


. . « by the World’s Largest 
Manufacturers of Electric Clippers! 


Display it . . . sell it! Complete 
4-piece set in attractive self-selling 
carton, with free instruction book- 
lets, Or you may wish to display 
products separately. Complete 
WAHL line includes professional- 
type hair clippers, dryers, vibra- 
tors, combs, shears—backed by 
factory guarantee of satisfaction! 











a, WRITE FOR DETAILS 

r Salientnnnianststenntitentondtnetantoetin] 
Please send full details on your line of 
Home Hair cutting clippers and other 


products 


Name. 








! 
1 
! 
! 
Address 
| City State 


WAHL CLIPPER CORP. Sterling, -ill 














34 MILLION BABIES will boost. the future market, Gibson vice president J. L. 
Johnson, right, tells Fred C. Margolf of Hotpoint at Gibson’s national distributor 
convention in Chicago. 


Non-Freeze Refrigerator 


A refrigerator without a freezing compartment 
is introduced by the 78-year-old Gibson Refrigerator 
Co. as the ‘55 line is launched in Chicago 


With a freezer in the home, the 
usual freezing compartment is unneces- 
sary in a modern refrigerator. That was 
the conviction of the Gibson Refriger- 
ator Co. as it introduced its new line 
to a national distributor convention in 
Chicago Oct. 20. 

Without a freezing unit, the “Mar- 
ket Master” has a gain in storage 
space of about 4 cu. ft. without in- 
crease in size. It defrosts automati- 
cally, and is priced at $299.95 for the 
11 ft. unit. Companion novelty is 
Gibson’s new Strat-a-zone, or upside 
down refrigerator, with 54 Ib. freezer 
locker at the bottom of the box. In 
the 11 cu. ft. size, it lists at $399.95. 

Frank L. Sacha, manager of Gibson 
sales, presented the nine new refrig- 
erators, which offer small space apart- 
ment house models as well as the 
luxury refrigerators with bacon con- 
ditioners, automatic defrosting, and 
swing out baskets. The line is 
shorter, and the prices quoted” drew 
applause. Sacha said that past ex- 
perience revealed that the number of 
operational failures of Gibson was less 
than 1 percent. 

Air Conditioners. In its air condi- 
tioning line Gibson came up with 2, 3 
and 5 hp. units intended for store and 
big scale residential use. Sales manager 
J. F. Klintworth pointed out that 
water cooled residential units had 
run $21 million in 1951, $20 million 
in 1952, $60 million. in 1953, and 
would total $75 million in 1954. Units 
sold to stores will run $81 million 
in 1954. The Gibson line has no 
grills, and the unit slips out of the 
cabinet for repairs. 

The window type conditioners 
shown had three position mounting, 
which permits the center of gravity 
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to be inside, flush mounting, or only 
6 in. outside where city codes require. 

The 1 hp. model comes in 208 or 
230 volts, will cool up to 825 sq. ft., 
and will remove 8 gal. of moisture per 
day. A 14 hp. model has been pro- 
duced to take care of the demand for 
larger sizes, and this will cool 1,000 
sq. ft. It has an electrostatic mag- 
netic filter which is new. The Gibson 
line begins with 3 hp. units, with air 
exhaust, heat, and standard and deluxe 
models, which feature push button 
controls. 

Color Range. A 30-in. electric range 
made its appearance in the Gibson 
range line, along with a colored model, 
a green “Surftone” hue. Five basic 
ranges are offered. The Upsadaisy 
heating unit is retained, the oven win- 
dow, and the two oven model. New 
is the Sizzling Platter, for use as a 
griddle. A 36-inch piece of literature 
can be used in the home for measuring 
up space, W. J. Browne, manager of 
range sales, said. 

Three chest models and two upright 
freezers were shown. According to a 
NEMA study, W. J. Browne said, 42 
percent of all freezer sales are going to 
towns of 1 to 10 thousand population. 

F. H. Fisher, Gibson’s advertising 
and sale promotion manager, stated 
that Gibson was bidding for a larger 
cut in the rural market, with increased 
dealer coverage in these areas. 

J. L. Johnson, vice president in 
charge of Gibson sales, said the eco- 
nomic outlo#k for Gibson, in its 78th 
year, was bright. Gibson is not over- 
loaded with inventory, he said, and 
distributors and dealers have the light- 
est inventory in four years. Gibson has 
reduced the number of products in 
each line for 1955, he sard. 
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COMBINE ONE heoted election, reported on two networks, with 30 minutes of 
commercials and you havea... 


Sizzling Sales Recipe 


Roto-Broil’s red-hot election coverage cost $300,- 
000, but it reached an audience of 95 million and is 
netting “several million dollars” in sales 


On election night. 95 million 
Americans, fron: i to 
Northern Canac: t 


of their televisio., 
results of the United 
as reported by NBC and Ubo. 

To reach this audience, Roto-Broil 
Corp. shelled out $300,000 in what is 
reportedly the largest one-shot sponsor- 
ship ever tried by an appliance manu- 
facturer. And it paid off. 

Arthur O. Bregstein, sales vice presi- 
dent termed the response ““wonderful” 
. .. and orders are still rolling in. Ten 
days before election, Roto-Broil dis- 
tributors had bought one million 
dollars worth of broilers on the basis of 
the forthcoming promotion. And in 
all, “several million dollars” worth will 
be sold as a direct result of the election 
telecast, according to Bregstein. 

Loca] dealers were mentioned “on 
camera” if they ordered at least eight 
broilers, including one Capri model 
which was premiered on the show. 
Between four and five thoysand dealers 
took advantage of this promotion. 
Viewers were also invited to phone 
operator 25 to get the name of their 
nearest dealer and Roto-Broil reports 
responses from 1300 cities on this 
appeal. 

Even more important to Roto-Broil, 
however, was that more than 200 dis- 
tributors wired the company asking to 
be franchised. Between four and five 
hundred department stores also asked 
to carry the line as a result of the pro- 
gram and an untold number of dealers 
contacted distributors asking to be 
added as outlets. 

“We really opened up rural Amer- 
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ica,” Bregstein observed. “The rotis- 
serie has always been popular in urban 
areas, but now we're getting response 
from all over—even in the South where 
frying is so popular.” 

Besides a wide coverage, Roto-Broil 
got long and constant mention 
through the election results telecast. 
The programs were purchased “until 
the end of the election coverage” 
which is usually around 1 a.m. Because 
of the numerous close races, however, 
the coverage ran until 6 a.m. In all, 
the company received 30 minutes of 
commercials plus the constant visual 
advertising of the brand name on elec- 
tion scoreboards and desks. 

As one newspaper pundit observed, 
when Univac, the electronic computer, 
had difficulty detecting an election 
trend: “They should have let Roto- 
Broil give the results. It does every- 
thing else.” 


Price Protection 


While introducing its 1955 line of 
air conditioners, Westinghouse an- 
nounced a price protection policy for 
dealers and distributors. 

H. R. Bryant, manager of room air 
conditioners, said Westinghouse is 
establishing a firm price policy and 
will give dealers and distributors price 
protection until June 10. 

Three new models have been added 
to the Westinghouse line. Prices on 
the 1955 pins average 30 to 60 dol- 
lars lower than prices on comparable 
models in last year’s line. 
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They Like Their Uprights 






Hotpoint queries freezer owners, finds 98 per- 
cent of upright owners like the unit and 96 percent 





Ninety-eight percent of upright 
freezer owners are satisfied with the 
unit, 96 percent would purchase an 
upright again, 95 percent would buy 
the same size (or larger) and 97 per- 
cent of those who have owned both 
chest and upright types prefer an up- 
right. 

Those are among the findings in a 
new survey by Hotpoint’s market re- 
search department. 

In addition, according to Hotpoint 
marketing vice-president John F. Mc- 
Daniel, Hotpoint dealers, distributors 
and district managers think that up- 
rights will account for 50 percent of 
freezer business in the next four years. 
Three out of four of these outlets 
agreed that the sales trend is toward 
uprights, McDaniel continued. 

Where They Go. One third of the 
owners in the survey said they had 
placed their upright freezers in the 
kitchen. McDaniel added that other 
surveys indicate that chest freezers 
are also being placed in non-basement 
areas quite often and said this was due 
partially to the building of homes 
without basements. 

Forty-four percent of the owners 
surveyed said they would like match- 
ing freezers and refrigerators. Mc- 
Daniel pointed out that few com- 
panies were actually marketing such 
matched models at the time of the sur- 
vey. 

Fighty-eight percent of the owners 
reported having enough room in their 
freezers. By size of unit owned,.the 


Distributor Sells Hi Fi 
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would purchase an upright again 
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interviewer responded as _ follows: 
Enough Not 

Size Room Enough 

Up to 9 cu. ft. 91% 9% 

9-12 cu. ft. 85 15 

13-16 cu. ft 89 11 

16 and over 93 7 


Other Findings. Other tabulations 

indicate that: 

——94 percent have no trouble with 
sticking packages 

——93 percent have no trouble in get- 
ting at things 

——92 percent have no trouble with 
things falling out 

——81 percent have a particular way 
of arranging food 

——80 percent say there is nothing 
they dislike about an upright 

——70 percent had decided on an up- 
right before they went shopping 


Four-Alarm Sales 


Maytag’s all-out promotional push 
on its new Supermatic washers and 
dryers was even hotter than “the four- 
alarm fire” company officials had hoped 
to light. 

Maytag sales executives had set 
12,000 units as a quota for first-day 
sales. On the basis of post-card returns 
from dealers the company now has a 
record of 18,152 units sold on “M 
day”. General sales manager Clair Ely 
thinks this is an all-time record for a 
single day in the washer industry. 


EVERY RADIO-TV dealer a hi fi retailer, is the aim of Bruno-New York, Inc., 
RCA distributors. The company recently opened a sound room where hi fi equip- 
ment is shown and sold to customers referred by local dealers. The dealers carry 
no stock and receive 10 percent commission on all sales. In an alternate plan, 
the dealer who wants to carry hi fi and get full margin can get a basic stock for 
$600 and Bruno contributes an $80 display. 
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On display America’s newest, 
finest most beautiful auto- 
matic washer has the ex- 
clusive features most wanted 
by housewives .. . AQUA- 
MATIC BALANCED TUB, 
2200 AGITATOR ACTION, 
SELECTIVE DIAL CON- 
TROL, FASTER, SMOOTH- 
ER SPIN. 

Top quality, proven per- 
formance and steady demand 
make bigger profits for you. 


Streamlined Model 
848. Finest of our 
conventional line. 


Minute 
giving 
cleaner, 


The One 
line is 
icker 
wore economical 
washing service 
to over 1,000,000 
sotistied users. 


formation on this 
tomous money 
moking washer 
line. 


Write today- 


ONE MINUTE WASHER CO. 
KELLOGG, IOWA 
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NO PIED PIPER is Norge’s R. C. Connell, but $50 worth of toys should attract 
plenty of Christmas sales. That’s why they’re . 








Promoting for Xmas 


Manufacturers leave no promotional stone unturned 
in efforts to draw holiday gift business to appliances, 


radio and television 


/ppliance and TV manufacturers 
cnerally are pretty confident over 
prospects for holiday sales this year 
but they're taking few chances with 
Christmas prospects. That explains 
the scope and variety of promotions 
being offered to appliance dealers for 
holiday tie-ins. 

Here’s a cross-section of the plans 
that were announced by a number of 


manufacturers through the first of 
November: 
Motorola. [Free sets of “Santa’s 


Lewyt Rolls On 





LEWYT, the vacuum cleaner with the 
big rubber wheels, has put its Christmas 
promotion on wheels too. The company 
is offering this toy auto racer, valued at 
$15.95, as its trade-in promotion for the 
holiday season. Lewyt’s dealers can 
either give it free with vacuum cleaner 
sales or use it as a partially self-liquidat- 
ing holiday promotion. 


little helpers” serve as a point-of-sale 
giveaway in Motorola’s Christmas pro- 
motion. The four elfin-like figures 
have been worked into Motorola na- 
tional advertising and a coupon in the 
ad invites the public to pick up a 
set of the 10-inch high decorative 
figures at their Motorola dealer’s store. 
'hree million newsprint flyers will be 
available for direct mail and a store 
window display featuring Santa’s 
helpers is also available. Two window 
valances, two streamers and a corru- 
gated background piece complete the 
display package. 

Telechron. A new “Tele-Jour” cal- 

endar clock which tells time, day and 
date automatically will be the central 
product in ‘Telechron’s two-month 
Christmas promotion. Color ads in 
national magazines and commercials 
on the “Today” TV show will be 
used to promote the clock. A free 
“Tele-Jour” is offered to each retail 
salesman selling three units. 
Arvin. A five-piece display package 
has been offered Arvin TV dealers 
and distributors. The items are 
printed in four-colors with a three- 
dimensional effect. Cost is 80 cents 
per unit with half of this chargeable 
to co-op advertising. 

Norge. Nobody has gotten further 
into the spirit of Christmas than 
Norge. The company has set up a 
campaign under which purchasers of 
major appliances receive $50 worth of 
toys. Reason for this, says vice-presi- 
dent R. C. Connell, is that the aver- 
age family has only a limited amount 
of money to spend at Christmas and 
usually spends most of it on gifts for 
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children. Under the Norge plan the 
family’s gift budget can be stretched 
to cover both toys and a new appli- 
ance. Norge will put about $100,000 
into factory and trade advertising to 
promote the plan. ‘The investment 
in toys runs into six figures, Connell 
Toys included in the package 
are a sidewalk bicycle, wagon, tool 
set, painting kit, roller skates, trumpet, 
toy helicopter, rocking chair, build-it- 
yourself fan and blackboard. 

Hamilton. Six year old Tamra Lee 
will be the center of attraction in 
Hamilton’s merchandising plans. She 
will appear in magazine ads, and in 
newspaper, television, outdoor and di- 
rect mail material. ‘The promotion 
will cover 50 key markets and will cost 
£300,000. 

RCA. The biggest Christmas cam- 
paign in the firm’s history will be 
undertaken by RCA Victor. ‘T'wenty- 
one national magazines, network TV 
and radio shows and _ sattration-type 
distributor-dealer co-op campaigns are 
included in the program. Highlight 
of the magazine advertising will be 
a five-page gatefold insertion in the 
November 27 issue of the Saturday 
Evening Post. 

Cory Corp. Full page, four-color 
ads on its “crown jewel” gift items 
are being used to stimulate Christmas 
business by Cory. Last year the firm 
introduced its “crown jewel’ auto- 
matic percolator (at $50) as a prestige 
gift item. Added this year is a $19.95 
electric knife sharpener. 

Roto-Broil. A free window display is 
being offered by Roto-Broil to all 
dealers who order ten broilers, in three 
models. The display, which includes 
a giant Santa Claus, paper mache 
pillars and tinsel roping, is installed by 
Roto-Broil’s professional window dis 
plav men. 

Du Mont. A framed reproduction 
of a famous Norman Rockwell paint- 
ing will be given away by Du Mont 
dealers to promote Christmas busi 
ness. The painting was done four 
vears ago for a Du Mont Christmas 
ad and requests for reprints have been 
received ever since that time, Cal 
Affleck, advertising and sales promo 
tion manager for the television re 
ceiver division, said. 


Savs. 


New Service 





RUTH GAFFNEY is offering a service for 
creative writing, kitchen planning, photo- 
graphic ideas and manufacturers booklets 
at her New York office, 8 E. 66th St. 
Miss Gaffney is well-known in the oppli- 
ance field and has ten years of magazine 
editorial and sales promotion experience 
with Today’s Woman and Farm Journal. 
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Record Year in 1954? 


At the three-quarter mark, 1954 looked like it 


might yet be a record year for a large section 


appliance-TV-radio industry 


As financial reports of the first nine 
months of 1954 flow in, the year be- 
gins to look more and more like a 
record-breaker for the appliance in- 
dustry. 

Several manufacturers report drops 
from 1953 levels and letters to stock- 
holders are often filled with the phrase 
“second-best year in our history.” But 
for a majority of the firms who issued 
nine-month statements so far, 1954 is 
spelling record profits. 

For some of these companies, sales 
have actually slipped off 1953 peaks, 
but favorable tax conditions have 
helped boost profits over 1953 levels. 

A run-down of the financial state- 
ments reveals: 

Westinghouse. Record sales for the 
first nine months boosted earnings 
17.7 percent over January-September 
1953. 1954 sales of $1,213,383,000 
were 4.3 percent above 1953 sales of 
$1,163,538,000. Earnings climbed 
from $53,219,000 in 1953 to $62,644,- 
000 in 1954. 

RCA. 1954 sales for the first nine 
months were 8.4 percent above 1953 
figures. Dollar volume was $660,345,- 
000 in 1954 compared to $609,428,- 
000 in 1953. Earnings for the first 
nine months of 1954 were $27,557,- 
000 compared with $25,152,000 dur- 
ing 1953 

General Electric. Profits jumped 20 
percent during the first nine months 
despite a drop of 7 percent in sales. 
1954 sales were $2,167,397,000 against 
$2,341,048,000 in 1953. Profits stood 
at $140,691.000 in 1954 and $116,- 
386,000 in 1953. 

Motorola. Third-quarter profits were 
12 percent ahead of 1953 figures but 
the late summer spurt hasn’t yet off- 
set an over-all nine-months decline in 


sales and profits. President Paul 
Galvin said the third quarter figures 
reflected a continued lower level of 


military billings. But television sales 
were above 1953 levels. ‘Total sales 
were $139,504,053 in 1954 and $158, 
603,127 in 1953; profits were $4,590,- 
067 in 1954 and $6,176,837 for 1953. 
Galvin added that 1954 will end up 
near 1953 and 1955 will see a five per- 
cent improvement over this year. 

Sylvania. Sales of $200,827,520 for 
the first nine months of 1954 were off 
from 1953 sales of $224,469,087. But 
here again, third quarter profits were 
ahead of 1953 and September sales 
were the highest for any month in 
company history. Third quarter profits 
were $2,643.441 in 1954, 10 percent 
ahead of 1953’s $2,393,849. Nine 
months profits were $6,166,226 in 
1954 against $7,562,941 in 1953. 

Stewart-Wamer. Sales and profits 
down from 1953. Nine months sales 
$69,367,608 in 1954, $98,689,330 in 
1953. Net profits were $1,831,719 for 
the first nine months 1954 as against 
$3,187,186 in 1953. 

Hoover. Net earnings for the first 
nine months of 1954 were $1,873,943, 
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of the 

Sales | Profits 
Cory.................]| Down Up 
General Electric..... Down Up 
OE scscctintiactnnes Up 
Motorola... Down | Down* 
PASSER. Up Up 
I Up Up 
Stewart-Warner_...| Down Down 
Stromberg-Carlson.| Up Down 
Sylvania___.....__. Down | Down* 
Westinghouse .____. Up Up 








*These two companies reported 1954 
third quarter profits above third 
quarter, 1953, however. 


higher than 1953’s $1,442,054. Third- 
quarter earnings also lead 1953 figures: 
$453,563 in 1954 to $393,958 in 1953. 

Stromberg-Carlson. Sales were up 
and profits were down slightly from 
1953 figures. Sales for the first nine 
months totaled $46,812,335 in 1954 
and $46,398,403 in 1953. Earnings 
were $1,316,204 in 1954 and $1,328, 
391 in 1953. 

Schick. Sales and profits were up. 
Sales for the first nine months werc 
$16,688,000 compared to $14,551,284 
in 1953. Earnings hit $1,685,038 in 
1954 and $1,071,133 in 1953. 

Cory. Sales dropped off six percent 
during the January-September period, 
but profits were still ahead of 1953. 
Sales were $11,732,374 in 1954 and 
$12,483,022 in 1953. Earnings were 
$466,098 in 1954, 10 percent above 
1953’s $424,607 profits. 


Dryer Prices Fall 


Stepped up production schedules 
and more economical manufacturing 
facilities are the reasons behind $30 
to $40 price cuts on Bendix dryers, 
executive vice-president Parker Erick- 
sen said last month. 

The production savings were made 
possible when Bendix switched manu- 
facturing operations from “cramped, 
overcrowded” facilities at Clyde, Ohio, 
to a modern plant in Nashville. The 
fact that September sales were 87 per- 
cent ahead of 1953 levels has led 
Bendix to increase its production 
schedule, Ericksen said. 

Dryer prices now begin at $158.88 
for an electric model which formerly 
retailed for $189.95. Gas models are 
now priced at $189.95 and $209.95. 
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VENT 
CLOTHES 
DRYERS 


For details ask your 
dryer distributor or write us, 
stating make of dryer you sell. 





DRY-R-X COMPANY 


easy way 


to make gas connections 


FOR LAUNDRIES, DRYERS, 
REFRIGERATORS, 
AND OTHERS 






Model ST— 
for pipe connections. 


Model CT—with flared 
joint for copper tubing. 


SKINNER-SEAL SADDLE TEE—for mak- 
ing gas and water connections. No pipe 
cutting or threading. Quick. Easy. Cuts 


costs. For gas refrigerators, home laun- 


dries, heaters, etc. Write for circular. 


Approved by Underwriters’ Laboratories, Inc. 


M.B.SKINNER CO. 


SOUTH BEND, 21, IND., U.S.A 
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| pillar step glide as the 


















& Here’s the easiest possible way to 
insure that moisture, heat and lint 
will be no problem for your clothes 
dryer customers. Exhaust each new 
dryer installation with a Dry-R-X 
kit as part of the regular hook up. 


The Dry-R-X kit now contains 6 
or 9 ft. of the new, easy-to-use Fiex- 
ible Duct—no cutting, no elbows— 
just attach to dryer and hood. The 
hood is all aluminum with an auto- 
matic, completely weather proof 
damper. Also available with rigid 
aluminum pipe and elbows. 


5521 CODE AVE. ¢ MINNEAPOLIS 10, MINN. 
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vw VEATS Shorty’ 


STATION WAGON 
& PANEL PICK-UP 


appliance 
dolly 


















Only 47” tall, this new 
Yeats dolly is designed 
for TV and appliance 
men who make deliver- | 
ies by station wagon or . 
panel delivery. No need 
to detach appliance for | 
loading . . . the YEATS | 
“Shorty” will slide into [# 
your vehicle with ease. / 
Has same aluminum al- | 
loy frame, 30 second fam 
strap ratchet and cater- [ey 


standard size YEATS 
dolly! See your 
dealer today! 


veats  Suerlasl” covers & pans 


Washer Cover 





Furniture Pad 


postcard for full information 
on our complete line TODAY! 





‘dolly sales co. 


2127 N. 12th St. Milwavkee 5, Wis. 


PAGE 127 








NEW POSITIONS 








A SN 

Magic Chef—Cecil M. Dunn, above, 
has been named president, and James 
A. Marohn, financial vice president 
and treasurer. 


American Motors—George Romney, 
left, has been elected chairman of the 
board, president and general manager 
succeeding the late George W. Mason. 
Other appointments include Charles 
I’. Lawson, center, as executive vice 








Mitchell—Howard G. Haas has been 
named vice president in charge of 
advertising and sales promotion for 


president in charge of the appliance 44, company. 


division, and B. A. Chapman, right, 
as vice president and general manager 
of the Kelvinator division. J. L. 
Brown, Jr., is the newly elected vice 
president of the corporation. 








CBS-Columbia—Fred Okon, above, 
has been promoted to advertising man- 
ager, and David B. Monoson of New 


Orleans named as a regional manager. 





Allen, 
has been named general sales manager 
of Crosley radio and television, and 
John Mihalic, general operations man- 
ager of appliances and laundry. 


Crosley-Bendix—H. J. above, 





Quiet Heet—John D. Small, formerly 
executive vice president of the cor- 
poration, has been elected president. 


r 





Arvin—Gordon T. Ritter, above, has 
been named to head operations of 
the newly established marketing and 
product research department of the 
company. 











Preway—John J. Grill has joined the 
company with the title of products 
sales manager. 





Lau—Bruce Epstein, above, has been As, 
named to the post of advertising and 
sales promotion manager for the com- 


pany. 


Lewyt—Murray Laub has joined the 
corporation as retail merchandising 
manager. 


Youngstown—M. L. Ondo, top left, 
has been named general manager of 
sales in one of a series of new execu- 
tive appointments. Others named 
were J. W. Purvis, top right, as sales 
manager of the dealer division; Harry 
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Cory—Lyle R. Cazel has been named 
as manager of advertising and pub- 
licity for the corporation. 


Wilcox Gay—M. 


C. Thomsen 
been appointed executive vice presi- 
dent of the corporation. 


has 





' 


Proctor—William Y. E. Rambo has 


F. Howell, sales manager of the been appointed as sales promotion 
builder division; D. F. Sembach, bot- anager for the company. 
tom left, director of marketing; 


Motorola—F. Gene Abrams has been 
named sales promotion manager to 
succeed William E. Nelson. 


W. H. Powell, manager of sales ad- 
ministration; and J. W. Gimbel, bot- 
tom right, advertising manager. 
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Whirlpool—John M. Crouse, left, 
former sales manager has been named 
to the new position of director of 
4 sales. Jack D. Sparks, middle, takes 
» ~ 
¢ over as sales manager, and Marcia 
Mead is named as director of the cor- 
poration’s home service department. 
‘ . 
RCA-Estate—Gordon Hentz has been 
appointed as manager of marketing 
succeeding Inwood Smith, who has 
resigned. 
% 
‘ 4 
. 
> 
? “ 


RCA—John W. Craig, above, has been 
elected a vice president and general 
manager of the home appliance divi- 
sion. Other executive appointments 
include Martin F. Bennett as director 
of regional operations, and Lee F. Hol- 
leran, as general marketing manager 
of the tube division. 


& 


White Products—Vincent Anderson 
has been appointed advertising sales 
promotion manager. 
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Others named were Harry M. Kane, 


assistant sales manager; Robert J. Crid- 
dle, assistant sales manager, builder di- 
vision; Tom Lounsbery, sales promo- 
tion manager; Jack Sullivan, washer 
sales promotion; and E. W. Dwan, ad- 
vertising production manager. 





Hoover—Felix N. Mansager, top, has 
been named field sales manager for 
the company, and W. Wallace Powell, 
bottom, director of merchandising. 


General Electric—Lee Shoenfelt 
is the newly named marketing research 
manager for the radio and television 
department in Syracuse, N. Y. 






Norge—William C. Conley has been 


appointed to the newly established 


position of director of products. 
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TABLES 
with the highest profit _ 
margin in the field! | 


JOBBER AND 
DISTRIBUTOR 
INQUIRIES 


Model No. | 
34 





U 
* Slightly higher in Zone 2 


$ Models 30, 81 packed 1 per 
etn. K. D. 


PROMPT DELIVERY 


§ Permanent, black oxide finish 
on all tables. 


$ Models 34, 35 packed 6 per 
etn. K. D. 


$ Expandable, Swivel tops on 


Models 30 and 31. 


1735 W. Diversey Pkwy., Chicago 2, i. | 
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Since 1906 





Get the details on the 
MOST SENSATIONAL 
FREE DEMONSTRATION 
PROGRAM 


in power mower history ... from 


EVERSHARP. 


It’s the one prograr 


tasor-made to prot 
prot talite sales fo 
Ask 


elkasienam ce) 


your ionpper 





Acomplete line of power and hand 
mowers. Reel models, rotary 
models including self-propelled. 


| iHustrated is the Deluxe Model 
95. 21” cut Trimmer Type with 

| 2H.P. 4 cycle Briggs & Stratton 

| engine and Recoil Starter. Ball 

| bearing wheels, steel housing, 

| mulching type tool steel blade. 

| List price, complete with mulcher. 


MIDWEST MOWER CORPORATION 
HANNIBAL, MO. 


(incl. F.E.T.) 
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Packaged For Protection 


Setting new highs in colorful displays and safe 
packaging, fibre box manufacturers are doing big 
business in the appliance-television field 


When a truck loaded with tele- 
vision sets rolled over near Buffalo 
recently, the driver amazingly escaped 
without injury. But even more aston- 
ishing was the fact that out of the 
whole load only one TV set was dam- 
aged. 

The thing that saved the sets was 
their fibre box packaging, according 
to Harold Ames, senior packaging 
engineer for Sylvania Electric Prod- 
ucts, Inc. According to TV manufac- 
turers, fibre box packaging has cut 
shipping costs, cut packing costs, and 
has reduced breakage and damage 
losses to less than one percent, an 
amount Sylvania calls negligible. 

The fibre boxes are designed es- 
pecially for the product to be shipped 
and then are submitted to the rough- 
est treatment they will ever encounter. 
For instance, floor model TV sets are 
completely packed in the new boxes, 
ready for shipping. They are then 
dropped from a height of one foot. 
\fter that they are leaned over to the 
balance point and allowed to drop. 
This is done four times, once on each 
base. 

\ vibration test, much more severe 
than any vibration they will expe- 
rience in transit, is given next. The 
containers with the sets in them are 
placed on a lab table which vibrates 
at the rate of 225 to 265 cycles per 
minute for one hour. The sets are 
turned 90 degrees and vibrated at 
the same rate for another hour. 

Next, to determine whether the 
fibre boxes can protect the sets against 
the severe jolts that go with coupling 
and uncoupling freight cars, they are 
submitted to an incline test. Placed 
on a 10 degree incline, they are sub- 
jected to impacts of from 10 to 12 
miles an hour. 

The final test is to remove the sets 
from the containers and operate them. 
If they work, the new box is ordered 
into production. 


SHIPPING CARTONS printed in two 
colors, inside and out, serve as point of 
sale display units as well as shipping con- 
tainers for Olympic TV sets. Ad manager 
Robert S. Burros demonstrates. 


Colorful Displays. Fibre boxes have 
also appealed to many appliance man- 
ufacturers because of the colorful 
advertising messages that can be 
printed on the boxes. These messages 
have become increasingly decorative 
over the years until now many firms 
are using containers that can be 
opened on the showroom floor and 
used as displays. 

According to Hinde and Dauch, 
fibre box manufacturers, most of these 
advertising messages are printed on the 
boxes by the box makers. Special rub- 
ber printing plates are used since reg- 
ular metal plates would crush the cor 
rugated cardboard. 

Large financial savings have also 
been reported by television manufac 
turers who use fibre boxes. Westing- 
house, for instance, saves 30 to 50 
percent on the cost of packing mate- 
rials, according to the company’s ship- 
ping department. Sylvania saves be- 
tween 43 and 54 man hours a day as- 
sembling containers since fibre boxes 
merely require sealing with gummed 
tape while wood boxes must be nailed 
or screwed shut. Sylvania also reported 
that fibre box containers were prefer- 
able because they could be made com 
pletely dirt and dust proof with 
gummed tape. 

Four TV shipping cartons were en- 
tered this year in the Fibre Box Asso- 
ciation’s annual competition and the 
container used by Westinghouse won 
honorable mention. Boxes used by 
Admiral and Setchell Carlson were 
also shown. 

According to the Association, about 
nine billion fibre boxes are produced 
every year, enough to supply every per- 
son in the U. S. with one box a week. 


Transistor Radio 


The first commercially-produced 
radio employing transistors in place of 
tubes is being marketed by Regency 
of Indianapolis, a division of Indus- 
trial Development Engineering Asso- 
ciates, Inc. 

The personal portable, measuring 
only 3 x 5 x 1}” in size, will be priced 
at $49.95. Introduction was confined 
to two markets, New York and Los 
Angeles. 


Printed Circuit TV 


Admiral is now marketing TV sets 
with printed circuit sections equivalent 
to over one-half of all the normally 
exposed wiring. 

The 17-inch sets weigh only 46 
pounds and make use of transformer- 
less circuitry. The set is priced at 
$129.95. 

Also new in the line are a 21-inch 
console incorporating a 90-degree de- 
flection tube, a deluxe 21-inch console 
and a 21-inch combination. 
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DISTRIBUTORS APPOINTED 





Admiral—B. Warncke Co., San An- 
tonio, Tex., Friedman-Bendalin Co., 
FE] Paso, Tex. 

Arvin—Sackett Electric Supply, Buf- 
falo, N. Y., Becknell Wholesale 
Co., Lubbock, Tex. 

Bendix Television—Donigan Co., Inc., 
Houston, Tex., Pioneer Appliance 
Co., San Francisco, Cal., Wiggert 
Brothers, La Crosse, Wisc. 

CBS-Columbia — Republic Electric 
Co., South Bend, Ind., Rutherford 
Distributing Co., Detroit, Mich., 
I'ri-State Distributors, Inc., Albany, 
N.Y. 

Capehart-Farnsworth—Harold N. Lieb- 


erman Co., Minneapolis, Minn., 
Knoxville, Television Distributors, 
Knoxville, Tenn. 


Crosley-Bendix--Graybar, Little Rock, 
Ark. 


Camfield—C. L. Cole, Lexington, 
Mass.; Conrad Rundell, Williams- 
ville, N. Y., Ryan & Goefft, Cin- 


cinnati, Ohio, Herbert Blaine, 
Minneapolis, Minn., H. F. Koether, 
Denver, Col., Munger & Tamlyn, 
Houston, Tex., Johnson-Sleight and 


Associates, Portl: ma, Cre. i i. 
Kingsley, San Francisco, Cal., S. W. 


De Koven Co.. 
fornia 
Du Mont—Charles L. 


Beverly Hills, Cali- 


Bell Co., Allen- 


town, Pa., Kelvinator Div., Ameri- 
can Motors Sales Corp., Water- 
town, Mass. 

Hoffman—Hynes Bros., Inc., Wash- 
ington, D. C. 


Magnecord—Lee C. Hartman Sound 


Equipment, Roanoke, Va., J. O. | 
Story & Co., Rockford, Ill., H. W. 
Dolph Distributing Co., ‘Tulsa, 


Okla., Lake 
kegan, IIl., 


Television Lab., Wau- 
Peerless Electronic 


Equipment Co., Inc., Louisville, Ky. 


Norge—Bowers Wholesale Corp., Nor- 
folk, Va. 

Olympic—Moore Co., Portland, 

Perfection—Joe Thiele, Inc., 
tonio, ‘Tex. 

Royal — Superior Distributing Co., 
Pittsburgh, Pa. 

Regency — George D. Barbey Co., 
Reading, Pa. 

Shopmaster — G. W. 
Des Moines, Ia. 

Scott—Gateway Motor & Auto Sup- 
ply, La Crosse, Wisc., Electro Dis- 
tributing Corp., Morgantown, W. 
Va., General Industrial Supply, 
Midland, Tex., Franklands Carriage 
Co., Jackson, Tenn., Robert, Inc., 
Parkersburg, W. Va. 

Servel—Consumers Distributing Co., 
Inc., Baltimore, Md. 

Sylvania—Mid-Cal Distributors, 
no, Cal., Jensen-Byrd Co., 
kane, Wash. 


Ore. 


Onthank Co., 


Spo- 


Stromberg-Carlson — Home Makers | 


Portland, Ore., Kelvi- 
nator Div., American Motor Sales 
Corp., Minneapolis 5, Minn., 
Cincinnati, O., Empire Distributing 
Co., Toledo, Ohio. 

Thor—Standard Supply Co., Salt Lake 
City, Utah. 


Supply Co., 


San An- | 


Fres- | 





RATES: 


UNDISPLAYED 
$1.80 a line, minimum 3 lines. To Sours advance 
payment, count 5 average words as 
DiscouN ‘T of 10% if full payment “\s made in 
dvance for 4 consecutive insertions. 
POSITION WANTED & Individual Selling Op- 
portunity wanted undisplayed advertising rate is 
one-half of above rate, payable in advance. 
BOX NUMBERS—Count as 1 line 





| RY Ye Paicl bar iainel. 


‘OPPORTUNITIES 








DISPLAYED INDIVIDUAL SPACE with border 
rules for prominent display ot advertisements. The 
advertising rate is $13.50 per inch for all adver- 
tising appearing on other than a contract basis 
Contract rates quoted on request. 


AN ADVERTISING INCH is measured %" ver- 


tically on a column—4 columns—48 inches to a 
page. NEW ADVERTISEMENTS: “Address N.Y 
Office, 330 W. 42nd St., N. Y. N. Y,. for 


November Issue closing October ath. 




















WANTED 


By well established, medium size, 


stores, mail order houses. 


BO-1859 


NEW ELECTRICAL PRODUCT 
TO MANUFACTURE AND MARKET 


independent manufacturer of electro mechanical devices. 
Has national distribution through finest hardware, electrical distributors, department 
Interested in new product to make ond morket. 

Basis outright sale or royalty. 

ELECTRICAL MERCHANDISING 


330 W. 42 St., New York 36, N. Y. 














A career for a salesman— 


Fast growing manufacturer of electrical household 
appliances wants a salesman with the ability to 
grow into general sales manager. This is no ‘‘come- 
on’’ proposition where the same bait is held out to 
every new man employed—this is an opportunity 
| offered to one carefully selected man who will prove 
he can sell and plan selling in the store fieid, the 
home field and in wholesalin Sales are now di- 
rected by the company Presi ient and he wants to 
be relieved by a man who has demonstrated his 
ability to take over. 


This is no soft job—no chair-warming job—you will 
have to get up and go out on your own with no 
nursing and no riding on someone else’s back. 


If you are tough, strong and a real salesman, will- 
ing to travel all over the country and willing to 
fight for a big opportunity send us a resume of 
your record and then we will talk 

Don’t answer unless you are willing to spend the 
next ten years sacrificing a lot of play time to put 


yourself up on top with executive responsibility and 
a good income. 


Write ROBERT |. LAPPIN, President 
SIGNAL MFG. CO., 


Lynn, Mass. 














UNDISPLAYED RATE: 


$2.25 per line per insertion. Minimum 8 lines. 
(First line in small black face type.) Frac- 
tions of a line count as line. Discount of 
10% if full payment is made in advance for 
4 consecutive insertions of undisplayed ads, 





MERCHANDISING 


SUPPLEMENT 


Products, Services — For More Sales, For More Profits 





DISPLAYED RATE: 


$21.50 per inch per insertion. Contract. rate on 
request. (An advertising inch is measured 
vertically %” on one column. There are 4 
columns—48 inches to a page.) 

















Modern Appliance Displays 
Need ae MOTION! 


The Action to: Sho 


Display-Way 
Lig Boost 

f 
our Sales! ELecTRNC TURNTARLES 
THE OLDEST NAME in turntables assures you 
profitable, trouble-free operation. Used by 
merchants nationwide for unusual action dis- 
plays. Model 712 ROTO-SHO illustrated, re- 
volves 3 times a minute, permits novel, self- 
contained lighting effects as well as opera- 
tion of electrical devices. Table 18” diam- 
eter. A.C. only. Sturdy steel construction. 
Guaranteed. Write today for complete turn- 
table catalog including build-up fixtures! 


Carries up 
te 200 ° 





Tree turners. 
24 hour delivery 
s 
KASSON DIE & MOTOR CORP. 
formerly | Genera $ Die é Integrity 
ping Since 
Dept. 65, are} Northern Bivd. 1919 
Long Island City i, N. Y. N 








Many Dependable Buys 
are to be found 
in this Section 








SELF-LIFTING PIANO TRUCK CO. 


426 North Main Street Findlay, Ohio 


ELECTRIC BLANKET SERVICE 


(All makes except G. E. Signalwire) 


FAST —5 Day Delivery 
Hl EFFICIENT +©—Factory Equipment and 
Methods — UL Ap- 
proved Parts 
GUARANTEED—1 Year 


Repairs and Rebuilds from $5.75 to $9.00 
| For Details Write to: 
BOBRICH SERVICE INC. 


1 East Main Street Beacon, New York 
1307 Riverside Dr. Los Angeles 31, Calif. 











SALESMEN CALLING ON 
ELECTRIC APPLIANCE DEALERS 


| LIBERAL COMMISSION! 
Steady extra income potential 

| NO COMPETITION! 

| Fully protected nationwide territories anaieite. 

Sell as a sideline a fully tested and accepted li 

of unique buying and selling aids = electric aD 

pliance dealers. Box 1189, 217-7 Ave. N. Y. 








#30 ELECTROLUX 
REBUILT SWITCHES 


Write for particulars 
Rebuilt by 


CENTRAL VAC. CL. CO. 
4509 - 104 St. Corona, L.I., N.Y. 











3” casters means steady, 
height for carveene. Large 
unruffied ride! 


Table places set at proper 
time It leaves! 


it enters your shop till the 
ing the set from the time 

minotre moving or lift. 
Excellent for use in hos- 
pa a. service 





a 
communiey 


Call on Your Authorized Rohn 
Representative Or Write Direct 


ROHN MANUFACTURING CO. 
116 LIMESTONE, BELLEVUE, PEORIA, ILL. 











VACUUM CLEANER 
MOTORS REBUILT 


Your burnt out tank vacuum cleaner motors com- 
pletely rebuilt guaranteed one year. 
Y 
i Henclit vacuum aunt’ ak” oP 
DEALERS’ Yaeeem | er ay co. 
| | 140 Nostrand Ave rooklyn 5, N. Y. 











FOR SALE 
USED REFRIGERATORS 
Electric or gas ranges, truck or trailer 
Get on our mailin list. 
NEW OR USED CLOSEOUTS WANTED 


AJAX FURNITURE OUTLET, Inc. 
1000 Rockaway Ave. Brooklyn 12, N. Y. 
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42nd Street, em: york 36, N. ¥ 








REPLIES (Bor No.): A 
NEW YORK: 330 W. 25nd St. (36) 
CHICAGO: 520 N. Michigan Ave, 
SAN FRANCISCO: 68 Post St. 


ddress to office nearest you 














POSITION VACANT 


YOUNG EXPANDING national brand elec- 
trical and housewares firm has chalie 


opportunity for a man 30-45 who has good 
background in appliance or housewares sales 
and merchandising. Knowledge of national 


distribution helpful. This man will be 
ing with top executives and manufactire 
the electrical and housewares fleld and must 
be able to speak their language, a: 


late their thinking. Salary, plus expense, with 
bonus possibility. Located in beaut Uni- 
versity city Considerable travel ylved 
Send complete experience and backg-ound to 
Duncan Hines Institute, Ine., Ithaca New 
York, 


SELLING OPPORTUNITY OFFERED 


FACTORY REPS. wanted Reprs ferred 


with current following among pl! ying o1 
building supply jobbers, electrical, appliance 
or hardware wholesalers, Responsible old-line 
manufacturer, exceptional new product ong 
range program Protected territories. Send 
full details to Sales Dept., Supermat Prod- 


ucts Corp., 500 S. Flower, Burbank alif. or 


eall Victoria 9-1471 


SELLING OPPORTUNITIES WANTED 


AVAILABLE, SALESMAN Experier i in 
calling on electrical & T.V. trade in Rocky 
Mnts. States. Can give results on sella! lines 


SA-4332, Electrical Merchandising 


MICHIGAN AND OHIO Representatives cov 

ering Electrical and hardware wholesal: 
distributors open for one volume line. Wish to 
represent only reputable and stable manufac 
turers, R. E. Rickman Co., 812 Lincoln Av 
Lansing 19, Mich 


MANUFACTURERS OPPORTUNITY salient, 

experienced, responsible, powerful, success 
ful manufacturers representatives for Conn 
New York, New Jersey & Penna, Lare 
lowing with wholesalers, chains, premium 
outlets, mail-order firms and exporters. Seeks 
an aggressive manufacturer. You or we can 
carry the account, but billing by you, RA 
4588, Electrical Merchandising. 





LEGAL NOTICE 


STATEMENT REQUIRED BY THE ACT OF 

24, 1912, AS AMENDED BY THE 

MARCH 3, 1938, AND JULY 2, 1946 

89, United States Code, Section 2 

SHOWING THE OWNERSHIP 

MANAGEMENT, AND 
CIRCULATION 

Of Electrical Merchandising, < monthly at 
Anew, New York, for October 1, 1954 

The ag and address of the publisher editor, man- 

osine editor, and sales manager is: Pubiisher McGraw- 

Hill Publishing (Comoom, Inc., 330 West 42 znd Street, 

vew York 36, Editor Laurence Wra; 30 West 


AUGUST 
ACTS OF 


; Managing ed 
Armstrong, 330 West 42nd Street, New Yorl ¥. 
Sales momen H. C, Hahn, 330 West 42nd Street, New 
York 3 

2. The ae is: McGraw-Hill Publishing Company 
Inc., 330 West 0 Street, New York 36, N. Y.: Stock- 
holders holding 1% or more of stock: Donald C eoGeen 


r Robert 
N. Y¥.: 





} and Willard T Chevalier, Trustees for Har 





' a 
Graw, Donald C. MeGraw and poet | M, Stol htt all 
of 330 West dana Street, New York 5 : Donaid C 
McGraw and Harold W. McGraw, erestesa for Catherine 
M. Rock, 330 West 42nd Street, New York °6, N. Y.: 
Donald C. McGraw, a of the Estate of curtis Ww. 
ee. 830 West 42nd Street, New York N, 
Donal poGrey, 330 West 42nd Street, Ne w “York 9a. 
B. Ut Milan ed W. McGraw, Madison, New Jersey: Grace 
w. NMehren, 586 Arenas Street, LaJolla, California: 
Touchstone & Company, c/o Wellington Fund, Inc., Clay- 
mont, Del. 

8. The known bondholders, mortgagees, and other secu- 
rity holders owning or holding 1 percent or more of total 
amount of bonds, mortgages, or other securities are: None 

4. Paragraphs 2 and 8 include, in cases where the stock 
holder or security holder appears upon the hooks of the 
company as trustee or in any other fiduciary relation, the 
name of the person or corporation for whom such trustee 
is acting; also the statements in the two paragraphs show 
the affiant’s full knowledge and belief as to the circum- 
stances and conditions under which stockholders and se 
curity holders who do not appear upon the hooks of the 
company as trustees, hold stock and sees in @ ca- 
pel ane. on that of a bona fide 

W-HILL PUBLISHING COMPANY INC. 
By J. RDI, Vice Pres. & Trea: 

Sworn to and euieorited before me this i4th aay of 
September, 1954. 

{SEAL} ELVA G. MASLIN 

(My Commission expires March 80, 1956 
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EDITORIAL 








Travel, Unlimite 


‘vE just had a swell vacation—two of ’em, in fact. 

Expense-paid. On the first, I accompanied some 

240 dealers and their distributors for a week’s 
stay at that fabulous, wide-open gambling-and- 
gayety centre of the country, Las Vegas, Nevada, as a 
guest of the Westinghouse Radio Division. On the 
second I accompanied one contingent of over 900 
dealers, distributors and regional managers, together 
with their wives, as a guest of the Fedders-Quigan 
Corp. This one consisted of chartered flights from all 
sections of the country to Nassau in the Bahamas, 
B.W.I. It was described as one of the biggest airlifts 
on record. 

These were not conventious. There were no speeches 
to listen to; no work to be done; they were vacations 
pure and simple. All the guests, myself excepted, were 
literally enjoying their “place in the sun” by winning 
the respective manufacturers’ national sales contests. 
And in the meantime, some hundreds of other dealers, 
distributors and their ever-present wives were flying 
or sailing thousands of miles to other exotic spots— 
Paris, Rome, Mexico City, Acapulco, Bermuda, 
Havana, Hollywood Beach, Puerto Rico, the Virgin 
Islands, the French Riviera, Jamaica—the list is 
bounded only by a travel-agent’s imagination, 

All of which gives rise to some interesting specula- 
tion. Because there can be no gainsaying the fact that 
these cruises and flights to remote places are gaining 
in popularity and provide a powerful sales stimulus 
to move goods. Many a dealer whose horizon had 
previously been limited pretty much to his own com- 
munity or state, is rapidly becoming a sophisticated 
world traveller. It’s got to the point where his plans 
for the year hinge on the relative enticements of a 
Carribbean cruise, on a visit to the Folies Bergere, or 
the gaming tables of Monte Carlo. And it must be 
noted that the little woman is both vocal and per- 
suasive in the matter of choice. In fact, many dealers 
told me that if it hadn’t been for the constant pressure 
brought on them by their wives they wouldn’t have 
made the trip. 


A’ might be expected, of course, this business of 
providing expense paid cruises to glamorous 
spots has aroused the usual body of carping critics. 
They accuse the manufacturers of over-pricing their 
products in order to pay the expense; they demand 
to know why the manufacturer doesn’t increase mar- 
gins to dealers and let them use the additional dollars 
at their own discretion. They claim that many of the 
contests are based, not on the sales record the dealer 
made, but on how many units he bought in order to 
qualify. Many of these units may still be in inventory 
and will be disposed of later at cut prices, or dumped. 
Other critics claim that the trips are a waste of the 








dealer’s or salesmen’s time. They remind us of the 
story about the old Jewish merchant whose family had 
gathered about him as he lay on his deathbed. Upon 
being assured that every brother, sister, son, daughter 
and grandchild was present, he rose up with a wail of 
anguish and cried, “Who’s minding the store?” 

Well, there is an element of truth in all these stock 
criticisms, But they tend to obscure the obvious fact 
that the lure of a free vacation to some romantic, far- 
off port of call has proven itself one of the most 
effective sales incentives in the business. And in any 
business which, in the final analysis, is almost wholly 
dependent on selling at the retail level, the use of sales 
incentives is axiomatic. Earning bonuses beating 
quotas, winning contests are part and parcel of the 
selling game. Incentives are the tinder that ignites 
the sales fire. 

Manufacturers are not philanthropists; they are 
hard-headed business men. The dollars they pay for 
transporting, housing and feeding hundreds of people 
have to come from increased business—business that 
might not have existed without the incentive the 
sales contest provided. True, they could make dollars 
the incentive and let the winning dealers use their 
own judgment about the spending of those dollars. 
But there is that curious quirk in human nature that 
puts some things above dollars. Prizes of automobiles, 
cameras, silverware, luggage, or other similar merchan- 
dise has always been more effective in contests for 
dealers’ salesmen than the money they represent. For — 
the same reason, expense-free vacations have an appeal 
all their own. Lasting friendships are started, experi- 
ences and information swapped (one distributor told 
me he had got to know most of his dealers and their 


wives on a personal basis) and one’s outlook broad- 
ened. 


Fe all, a sort of lethargy possesses most of us. 

One of these fine days, we say to ourselves, we 
are going with the missus to visit Bermuda or Nassau 
which have beckoned to us from technicolor splendor 
in the ads and the travel posters. We are going to 
swim and fish in those azure, turquoise-blue waters; 
we are going to play golf or tennis; we are going to 
see the sights and visit quaint shops; we are going to 
lie on those incredibly white sands; we are going to 
don white dinner jackets and dine and dance in the 
moonlight. We are going to loaf and invite the soul. 
But we don’t seem to get around to it. Junior has to 
have his teeth straightened; the old furnace has to be 
replaced; the house needs painting; taxes are taking 
too big a bite. And then, miraculously, opportunity 
beckons. All we have to do is to pour on the steam 
to make the dream come true. 

“All ashore that’s going ashore!” ... 


rf 
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4 CHRISTMAS BELLES 
OUT OF 10 
PREFER TO WRING 


(HERE'S HOW YOU CAN MAKE BEAUTIFUL CHRISTMAS SALES MUSIC WITH THEM) 


















Four out of ten women who want a washer are in the market for a wringer washer. 
Play the sales tune that’s first on their hit parade. Display and demonstrate washers 
with Lovell wringers. Along with this little sales reminder, we at ‘aD 

Lovell send our best wishes for a very Merry Christmas and a ‘ el} 
prohtable New Year. Lovell Manufacturing Company, Erie, Pa. Or 


i Your Customers can SEE 
i the difference 











Model ER-495, illustrated 
Model ER-495-D, same model with double oven 


and four surface units 


iful line 
SELL the most nee 


in the range industry to 


; Oven Timer ° 
-455 Automatic : 
ne" ' Switches ¢ Rocket ee 4 
(ote Oven Bottom ed oy 
in Storage Drawer ° Deep We 


d 
ven Timer ° Mo 


. 0 
Model ER-475 aererg Units * 


ace 
Bonus Broiler ° Rocket ao Saw Oe 
“Picto-Heat” Switches * UP- 7 Aaewyen 
Lid Pockets in Storage cee 
window « Removable Oven-Bo ; 


he Greatest 30" Space: 

size “Great Scot Oven, 
ste“ 

tse A 

indow Minute 


a _ 
Model wm tk 
aver Range * SUBST 
- whole roast biege ace Ui 
Switches ¢ Rocke cane 
n Timers Glass 
pol Appliance Outle 


Switches ° 
Even Bake 
partment ” 


5 “Picto-Heat’ 
ace Units * 
Storage Com 


Model E 
Flexible 7-Heat Surf 


Oven « Extra Ample 
Appliance Outlet. 


hechunatovr 


Division of American Motors Corporation, Detroit 32, Michigan 
ELECTRIC RANGES + HOME FREEZERS + 
GARBAGE DISPOSERS ° WATER COOLERS ° 


ELECTRIC REFRIGERATORS + 
IRONERS ° 


NATOR Electric Ra 


t + Electric Clock. 


Piast 3 he 


Ce Fel CD the exclusive 
KELVINATOR DISPOSABLE 
ALUMINUM OVEN LININGS 


They end the drudgery of oven cleaning. Remove the soiled linings 
and throw them away. Insert shining new linings in a jiffy. 


FREE—Year’s supply of pre-cut linings with range. 


Se LE the easiest range in 


the world to clean! 


Disposable oven-linings! Self cleaning surface units and rod-type 
oven element! Chrome-adapter rings and bowl-type drip pans wash 
like a dish! Removable Oven Bottom cleans at the sink! 


v - 
(i, B VY the new Bonus Broiler 


Broiler element slips out of oven—plugs in left hand storage 
compartment... 


se Li. Double-Oven Luxury at 


a Single-Oven Price 


Broil and bake at the same time—Double-Oven convenience at 
a single-oven price! 


Vv 


v Vv W 


Sp Owy the new “2 in 1” Rocket Units, 


with Dual “Picto-Heat” Controls... 


New —5 heat set- 
tings over entire unit 
for Large Pans. 


nly surface units that 
tailor the heating area to the pan size! 


Only Kelvinator has all these 
advantages that more sales are made of! 


% Disposable Aluminum Oven 
Linings 


Full-Length Illuminated 
Backguard 


WATER HEATERS - 
ROOM AIR CONDITIONERS ° 


*% “2in 1” Rocket Units 

% Dual “Picto-Heat” Controls 

% Removable Bowl-type Drip Pans 
and Chrome Adapter Rings. 


KITCHEN CABINETS AND SINKS - 
DEHUMIDIFIERS 


Removable Oven Bottom 
Bonus Broiler 

Automatic Oven Timer and 
2-Speed Electric Minute Timer 


* 
* 
* 
* 


THE MOST VALUABLE FRANCHISE 
IN THE APPLIANCE INDUSTRY 


WASHERS + DRYERS 
. COMMERCIAL REFRIGERATION 





